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1 & ORGAN OF BRITISH ADVERTISING 


Registered at G.P.O. as @ newspaper 


THE LIFE-STORY OF GROUP CAPTAIN 


BADE 


Included in JOHN BULL'S pro- 
gramme for serialisation in early 
spring is a terrific story that is 
destined to be the Book of the Vear— 
the life-story of Group Captain Bader. 
D.8.0., DFC. 


The great adventure serial “The Golden 
Fool.” just commenced in JOHN BULL, 
sees the start of an outstanding editorial 
programme of the kind that has already 
sent JOHN BULL’s sales steadily climbing 
to the new A.B.C. weekly net sale of 
1.132.544—an increase of 41,081 over 
the last published figure. 


Every week JOHN BULL is increasing 
its power and influence in the mass market 
and special advertising in class papers and 
magazines is taking the paper into new 
fields. 

In sale, in readership, in pulling 
power and in cost per page per 
thousand circulation, JOHN BULL 
is in the front rank of national 
media for impact and value. 


John Bull 


Crown Copyright 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98 LONG ACRE, LONDON, W.C.2 
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ADVERTISER'S WEEKLY 


IF YOU'RE 
SHOWING 


To The Editor.. 


‘Change here’ 
figures 


Figures of passengers using 
London stations for interchange 
purposes are once again included 
in Statistics for Advertisers 
November, 1953, issued to 
agencies by the commercial ad- 
vertisement division of the British 
Transport Commission. 

These figures, which had been 
omitted from some previous 
issues, reveal that in many 
stations the interchange public 
able to look at the advertisements 
is nearly as high as the total 
originating and ending traffic. 

In two stations it is consider- 
ably higher: at Mile End the 
interchange traffic is equal to 165 
per cent of the total originating 
and ending traffic, and at Charing 
Cross 150 per cent. 

The station “user” estimates 
have been based on an analysis of 
tickets issued and collected during 
a week in February, 1952. 


Waterlow’s panto 


Waterlow & Sons, Ltd, 
Amateur Dramatic Society pre- 
sented three performances of Ali 
Baba and the Forty Thieves last 
week 

Outstanding in a talented cast 
were Vic Springford, Derek 
Shaw, Edgar Lawes, John 
Waudby, is Gunter and Mar- 
lene Holland. 

The show was an achieve- 
ment for Ken Lewis in his first 
musical production. 


Sign in city centre 


appeal case 


An appeal by Solosigns Ltd. 
was heard in Sheffield against 
Sheffield Corporation's refusal to 
allow an advertising sign to be 
erected at the rear of Sheffield 
News Theatre, in the city centre. 


‘Trade can cope 
with TV set 
conversions’ 


Sin,--I was very surprised to 
read the quotations from the re- 
we of the advertising and pub- 
ishing trades section of the 
Manchester Chamber of Com- 
merce, in your issue last week. 

What is the reasoning which 
leads to the assumption that 
“each dealer might convert 100 
sets in a year’? Ask any radio 
dealer if he thinks he could 
undertake the conversion of two 
sets a week. 

It is not true that there is any 
uncertainty regarding the pro- 
duction of the necessary con- 
verter units. Even as I write, 
certain leading manufacturers 


THIS WEEK 
Art versus Glamour : A poster 
controversy—page 130. 
NEXT WEEK 
Direct Mail feature. 


have announced the production 
of converter units at reasonable 
prices, As for the suggestion 
that viewers might have to re- 
turn their existing receivers to 
manufacturers for conversion, 
that is quite ludicrous, 

It has already been indicated 
that the first station is likely to 
be in the London area, and later 
one may be provided in the 
north and one in the midlands. 
Therefore, to suggest that there 
is a problem of immediately con- 
verting 34 million sets is wrong. 

It seems that the compilers of 
the report of the advertising and 
me ee trades section of the 

anchester Chamber of Com- 
merce were so out of touch with 
the radio and television trade as 
to make further comment 


superfluous. 
H. A. Curtis. 


Director and Secretary, 
Radio & Television Retailers’ 
Association. 


Rate increases under 
another name 


Sin,—A few days ago we 
received a brief but perfunctory 
notification from a well-known 
publication that it had _ been 
decided to rearrange its make-u 
which, in effect, meant that ad- 
vertisers using a 4 in. double- 
column were going to lose three 
square inches on the new reduced 
column width. 


Portable Balers Ltd. 


If this is allowed to go with- 
out comment surely it creates a 
precedent in providing publishers 
with another method of imposing 
rate increases without the form- 
ality of an explanation for an 
increase in rates, or the lesser 
courtesy of giving the advertiser 
the opportunity of agreeing to an 
adjustment in his budgeting for 
what is a valuable, but neverthe- 
less costly, item in these days. 

Lestie W. BUTLER. 
Dixons Westend Advertising 
Agency Ltd. 


Aspirations to 


professional status 


Sir,—While there can be little 
harm in hankering after (or even 
studying for) the right to affix 
the letters A.LP.A. to one’s name, 
surely it would be as well for 
the aspirant to rid himself of 
any idea that they will ever 
confer professional] status. 

The “practitioner” in adver- 
tising is fundamentally a space- 
broker—-no matter what addi- 
tional services he may render his 
clients. He cannot become a 
professional man for the very 
good reason that he usually re- 
ceives the bulk of his remunera- 
tion not, like a true member of 
a profession, from the client “for 
services rendered,” but in the 
form of commission from a third 
party. 

This is not to infer that the 
advertising agent should not 
strive to act with professional 
probity. He should adhere to 
the same high standards of any 
other reputable middle-man. I 
would only suggest that he should 
abandon all pretensions to a 
status to which, historically and 
practically, he has no claim. 

F. J, POLHILL. 
71A Harcourt Terrace,’ 
London, S.W.10. 
———_—.- 
Answering with care 

Sirn,—Gerald Lewis (January 
14) would seem to have missed 
the total implication of W. D. 
Pereira’s succinct sentence “The 
careless answer to a_ careful 
question may save competitors 
months of work.” 

It was a characteristically arid 
Pereiraism and means, as I see 
it, not only what Mr. Lewis reads 
into it but also that failure to 
meet careful questions with care- 
ful answers will so antagonise 
a customers that they will 
¢ impelled into the arms of 
one’s competitors. 

ALAN HEss. 


Good design is 
not ‘arty’ 


Need for collaboration be- 
tween the sales promotion 
manager, the sales director and 
the production director was 
stressed by Mischa _ Black, 
addressing the British Sales Pro- 
motion Association. 

“But,” Mr. Black added, “with 
this trio must be included the 
industrial designer, because a 
team without a designer is like 
a face without a nose—neither 
nice nor completely useful.” 

John Weyman, of the Council 
of Industrial Design, pointed out 
that good design was not “some- 
thing arty” nor just a luxury for 
the expensive end of various 
trades. It could not be added 
at the last minute. It was in- 
herent in good quality. 

“Good design,” he said, “can 
only be carried out by a designer 
working from the beginning with 
the works and sales managers.” 
This team had to be aware of all 
the problems of the production 
of the unit concerned, and had to 
have the backing of a manage- 
ment which had a design policy. 


Display contest 


A display contest is to be pro- 
moted by Copydex Manufactur- 
ing Co., Ltd, among retailers 
and stockists. 

Chief judge will be Arthur 
Symes, editor of Display, assisted 
by the firm’s sales manager, J. 
Collins. There are three prizes, 
£50, £30 and £20, in addition to 
quantities of Copydex for highly 
commended displays. 

Announcement of the result of 
the contest will coincide with the 
first issue of a new dealer pub- 
lication, Copydex News, a four- 
page journal in black and white 
with an initial run of 10,000 


copies. 


AVERAGE WEEKLY NET SALE 136,407 
All Enquiries 0 Head af Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 


+) Ge tee ; ET i. 
te er sents os - 
is 3 ee li January 21, 1954 
4 at 
| a PAGE 
ce . §£ Ss 
| | | ———— _ - 
pe 
: | lL 
ae: A good product gets the right audience in The istener 
‘ 3 Y= OE ee ie eye set sd 
— (> a ee Genii Ml =. a a 


ADVERTISER'S WEEKLY 


$tite Stitise ‘ 
Hye ates 


tite 
nue 


RECENT TESTS IN U.S.A. 
PROVED HOW POINT-OF-PURCHASE 
ADVERTISING BUILT THESE EX TRA sates 


They say we don’t have to copy the Americans but when it comes 
to selling, we might do worse! People are people everywhere and 
respond to much the same influences. The figures given here show 
how consumers responded to tests made in America by the Point- 
of-Purchase Advertising Institute on behalf of eight nationally 
advertised brands. 

Note that they were already nationally advertised and selling quite 
well. But when punchy Point-of-Purchase advertising was added, sales 
leapt. Ask yourself if you are devoting as much care to your Point- 
of-Purchase advertising as you give to other media. And, if you're 
not quite sure—let us lend a hand to put sales on the upturn in 1954. 


ini =< 


WE CLAIM 


---Leon Goodman Point- 
of-Purchase Advertising 


G always increases sales 
00 man ... Leon Goodman Service 
takes all the trouble off 
Di | 4 
Isp ays LIMITED 


your shoulders 
... Leon Goodman designs 
pull the most sales Yor 
HOUSE OF IDEAS 
119-125 WHITFIELD STREET 
LONDON, W.1 + EUSTON 5361 
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your money 
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Sparkle and Vitality! 
Verve and Pace! 
Plus a flair for 
selling to women! 
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Sparkle and Vitality! 

Verve and Pace! 

Plus a flair for 
selling to women! 


July- Jan.- 
Dee. June 
1953 1953 


The Times . .. |. 220,990 | 222,777 
News of the World 8,138,569 (8,168,820 
Daily Worker oe 87,679 91,355 
Sunday Mercury 179,641 175,092 


Home & Country 
Western Morning 
News 61,646 60,605 
Bristol Evening Post 133,442 | 132,696 
Evening News and 
Southern Daily Mail) 105,174 104,145 
Halifax Daily Courier 
and Guardian 42,590 42,790 
Huddersfield Daily 
Examiner | 46,097 46,357 
North Western Even 
ing Mail 27,938 27,727 
Northern Daily Mail 31,571 31,448 
Sunderland Echo | 80,771 80,815 
West Lancashire | 
Evening Gazette .. | 

Western Evening 


128,827 | 131,137 


66,695 | 63,146 


Herald 67,479 67,042 
Yorkshire Evening 

Press : = 54,497 57,991 
a Observer 

a imes 34,483 34,781 


Barnsley Chronicle 
and South York- 
shire News ~ 39,930 40,072 

Birkenhead News 

senes 44,922 46,047 

Blackpool Gazette 


series 46,958 | 47,085 
Chester Chronicle | | 
series | 65,016 | 64,704 
Cumberland News 38,434 | 38,334 
Cumberland Evening 
News ks 18,836 18,468 
Essex County Stan- 
dard series 48,120 47,822 
Grantham Journal . 24,441 20,490 
Home Counties News- 


papers 129,729 | 130,595 


Norwich Mercury 


series 
Rochdale Observer 

series 78,964 78,825 
Wakefield Express 

series 70,013 69,586 
Daily Dispatch, Man 


70,667 71,500 


chester : 450,853 437,429 
Evening Chronicle, 

Manchester , 264,662 | 255,938 
Catholic Herald group | 109,958 107,674 
Methodist Recorder. 87,860 86,904 
Post Green'Un ‘ 59,328 57,960 


Yorkshire Sports , 76,985 | 102,080 
Eastern F oothall News 58,123 54,291 


T.V. Comic .. é 268,391 301,059 
Photography . . oe 33,970 29,838 
Poultry Farmer od 31,059 34,409 
Picturegoer .. P 440,473 479,282 
Melody Maker ge 79,846 77,795 
Mickey Mouse ee 447,797 494,386 
Mother es x? 82,329 83,232 


Next CDC meeting in 
London 


Delegates from 19 clubs attended 
the Club Development Committee 
meeting at Manchester on Saturday. 

Manchester Publicity Club were 
the hosts. Delegates and ladies 
were entertained to dinner by the 
pow ag 4 Guardian | pe by 

emsley Newspapers jointly. 

The next — of the C.D.C. 
will be held in London on April 10. 


Eyes left for the latest 
net sales ups and downs 


‘TELEGRAPH ' 


MILLION 


Though the latest A.B.C. or 
certified circulation figures show 
a number of fluctuations, the 
Overall picture is steady. 

A notable achievement for a 
class paper is that of the Daily 
Telegraph, which for the first 
time has averaged over 1,000,000 
for a year. Its 1953 figure was 
1,014,606—40,968 up on 1952. 

The Daily Mirror and the Sun- 
day Pictorial have also improved 
their position. The former's 
figure for the second half of 
1953 was 4,607,516 (as compared 
with 4,535,687 for the first half); 
and the Pictorial’'s was 5,373,027 
(5,262,856). 


BOARD OF TRADE GET RESULTS 


Mail shot 


pulls 42% 


replies on exports 


Figures have now been released of the Board of Trade’s 
drive—by direct mail methods—to increase this country’s 
exports, by making known to manufacturers what Govern- 
ment services exist for the exporter. 


Early in December the Board 
of Trade wrote to 44,771 firms 
with a staff of 10 or more, asking 
if they already were exporting 
and whether the firm required 
any information about the ser- 
vices available. 

Of this number, 18,833 firms 
had replied—roughly 42 per cent 
—up to Monday evening, and 
replies are still being received at 
the rate of 40 a day. 


Of the firms that replied, 6,522 
stated that they required further 
information. This was sent 
immediately. 

Before considering use of direct 
mail to contact firms, the Board 
of Trade had received a quota- 
tion of £50,000 for a six-months’ 
campaign using all forms of 
media. 

Cost of the first shot by direct 
mail was £2,023. 


New Fleet 


It would cost the Publicity 
Club of London about £1,850 a 
year to open fully equipped club 
premises in Fleet Street—and 
subscription rates would have to 
be doubled to four guineas a 
year. 

Members have been told this 
in a circular letter amplifying the 
scheme for premises in Fieet 
Street—announced last week in 
ADVERTISER'S WEEKLY. 

The club would be housed at 
No. 14 Fleet Street, a building 


Street club 


which until recently was occupied 
by a department of the London 
Transport Executive which has 
since been disbanded. Half of 
the ground floor of the building 
next door, No. 10, would also be 
acquired. 

The building would be taken 
on a 14 years lease at a cost of 
£3,600 gross a year. The sugges- 
tion is that the club should 
occupy the basement, ground and 
first floors and let the remainder 
of the building. This would 


plan ballot 


reduce the cost to about £1,850 a 


year. 

The building has every facility 
for the installation of a bar 
lounge, billiard room, writing 
room, library, offices and buffet. 
Payments to the Aldwych Club 
for facilities which have been 
offered to Publicity Club mem- 
bers each Monday evening for 
several years would cease. 

A letter has been sent to every 
club member giving complete 

@ Continued in Stop Press 


modern woman 


WELL OVER 200,000 
NET SALES TO WOMEN 
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‘Express’ sponsors a confidence campaign | 
for advertising — , 


BRIDGING THE GAP UNTIL OFFICIAL 
ASSOCIATION SCHEME IS READY 


The first important 


to advertise advertising in 


campaign 
Great Britain has been launched. It is being sponsored by 


the Daily Express. 

E. J, Robertson, chairman of 
London Express Newspapers Ltd. 
told ADVERTISER'S REKLY : 
“The need for a campaign to 
emphasise the important part ad- 
vertising amy A in a nation’s 
economy has n stressed many 
times in the past. We felt that 
until the Advertising Association 
can get its finances in order it 
would be useful if we could run 
a campaign to bridge the gap.” 

Mr. Robertson, © is imme- 
diate past-president of the 
Association, said that initially it 
was proposed to spend about 
£15,( which would cover a 
month’s advertising. W. S. Craw- 
ford Ltd. are handling the 
scheme. 

The campaign was launched 
last Thursday with a wa 
in The Times and a 124-inch by 
five column space in the Man- 
chester Guardian. Also on the 
schedule are large oo in the 
Financial Times, The Observer, 
leading provincials including the 
Newcastle Journal, Yorkshire 
Post, Birmingham Post, Western 
Mail, The Scotsman, Glasgow 
Herald, an 11 inch triple column 
in the Evening Standard and full 

ges in unch and The 
wonomist, 


Three different angles 


Three different co es 
have been planned. yan 
explains how advertising helps 
the housewife; the second is des- 
cribed as the “exploitation of 
inventions”—-the motor car was 
first considered a plaything for 
eccentrics but advertising sold 
it to the mass market; and three, 
how advertising can help main- 
tain full employment. 

The campaign wags originally 
designed to reach an even wider 
field. But some newspapers re- 
fused to accept the advertisement. 

Leslie W. Needham, director of 
advertising, told ADVERTISER'S 
WeeKLY: “As this is a campaign 
in which the Daily Express takes 
very small credit we were rather 
disappointed that certain news- 
papers have been unable to 
accept the advertisements. 

“We hope that our friends in 
the newspaper world will take a 
broader view and realise that we 
are trying to do something for 
advertising in which we all play 


a ove 

only mention the Daily 
Express gets in the advertise- 
ments is in a small panel with 
8 pt. type: “Issued by the Daily 
Express in the interests of British 


pers took an en- 
tirely different view. Mr. Need- 


ham said that one had even 
offered to insert the advertise- 
ment for nothing. 

He emphasised that this was 
an initial campaign. “How long 
it runs will depend on whether 
we are able to get adequate 
space to tell further stories. 


Second in the 


Express’ series 


This week's issues of ““Punch’’ and 

“The Economist’ will carry this 

full-page advertisement—the second 
in the “Express” series. 


Copy in the second of the three 
advertisements reads: “For many 
years the horseless carriage was 
confined to wealthy eccentrics 
and serviced by blacksmiths. 
Only mass production following 
on a gradual mass demand made 
— the lower prices which 

rought motoring to the millions. 

“The shortest bridge between 
invention and big-scale demand 
for the product is advertising. 
Without advertisi production 
increases very slowly and many 
inventions would probably not 
be developed at all. Advertising 
is — an uncompensated extra 
cost which raises the price of 
goods. Or the contrary adver- 
tising by  creatin popular 
demand, makes possible the big 
scale production which brings 
prices down.” 

* See Comment, page 114 

(Next week ‘Copytaster’ will 
“Look Lord Beaverbrook's gift- 
horse in the mouth.”) 


The “Hutton” 3D container pack can be used both as a pack—for example, 


a cigarette tin—and for the viewing of stereo coloured 


3D slides seen 
through pack 


The Metal Box Co., Lid., has 
produced a 3D stereo viewer 
which can be used first by manu- 
facturers as a “pack” and after- 
wards for the showing of stereo 
coloured slides. It is based on 
an idea by Clayton Hutton, the 
motion picture publicist. 

Made in a standard content 
size, the box can, it is claimed, 
be produced in large quantities 
cheaply. It can be printed upon 
as required. 3D colour slides of 
the users’ manufacturing pro- 
cesses can be produced for supply 
with the pack, and there is 
already available a library of 3D 
colour slides of scenes in West- 
minster Abbey, Oxford, Strat- 
ford-on-Avon, and many other 
places of interest, The combined 
container-viewer and slides are 
believed to have great i- 
bilities for the export market. 

The “Hutton” standard 3D 
container pack will be marketed 
by The Metal Box Co., Ltd., and 
Clayton Hutton. 


Ad revenue up 


Ninety per cent of the copies 
of the Baker's Review, official 
organ of the National Associa- 
tion of Master Bakers and Con- 
fectioners, went to the men who 
did the buying, said J. W. Paine, 
chairman of the committee con- 
trolling the Review, reporting an 
increase in advertising revenue 
at a meeting of the Association's 
National Council last week. He 

id tribute to the work of 

onald Sheppard, editor, and 
Arthur Curd, advertisement 
manager. 


Batgers have built powerful sales team 


During 1953 Batger & Co., 
Ltd., develo one of the most 

werful sales forces in the con- 
ectionery trade, claimed Harold 
S. Machin, a director, in a 
recorded message from Australia 
to the firm's annual dinner in 


London. They now had their 
place —— the really large ad- 
vertisers of the country, he 
added, and they felt that the 
had built a _ strong enough 
foundation to withstand the 
storms of free competition. 


ides. 


Whispering 
windows 


The suggestion that a “softly- 
spoken commentary” should 
experimented with in window 
displays, in place of showcards 
or tickets, was made at a meeting 
of the London branch of the 
British Display Association by 
C. H. Ward, principal officer in 
= | amieumos division of the 


He thought that a commentary 

t over a loudspeaker 

might prove far more ective 
than any type of ticket. 

Mr. Ward agreed with C. H. 
Lawrence, a display expert, that 
a card bearing the designer’s 
name placed in a window displa 
would do away with mu 
“sloppy” work. 


LEGACY FOR NABS 


The National Advertising 
Benevolent a received a 
legacy of £500 under the will of 
the late A. G. Spence of the 
Technical & General Advertising 
Agency Ltd. In his will, Mr. 
Spence made a request that this 
legacy should be devoted to the 
pension fund of the Society. The 
council of N.A.B.S. has decided 
to found a pension to be named 
“The A. G. Spence Pension.” 


Emmetts (Scotland) 


is taken over 


W. H. Emmett (Scotland), Lid., 
5 Oswald St., Glasgow, has been 
acquired by Peter A. Menzies, 
111 Bath St., Glasgow. 

Macdonald Menzies, principal 
of the firm, told ADVERTISER's 
WEEKLY that he has also taken 
over the staff of Emmett’s, in- 
cluding the two resident direc- 
tors—James McLeod and James 
White. 

With the shortage of accom- 
modation at Bath St., the busi- 
ness of Emmett’s will at present 
be carried on in their existing 
offices, although the name of 
W. H. Emmett will disappear. 
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Naive approach 
to American 
market 


The “almost naive manner” 
in which some British firms 
have attempted to break into 
the U.S. market—“one of the 
most sophisticated markets in 
the world”—was criticised by 
Victor A. Bennett, president of 
the American advertising 
agency bearing his own name, 
when he met leading person- 
alities in the newspaper world 
in London last week. 

British born Mr. Bennett, who 
handles in America advertisi 
for Rolls Royce, Nuffield oan 
Brevitt shoes, said effective ad- 
vertising in the U.S. does not 
make consumption tterns—it 
discovers them. e warned 
against undue haste in the oper- 
ation of marketing schemes: lack 
of preparation would lead only 
to complete failure. 

Pilot schemes could be done 
very cheaply in America be- 
cause basic information was 
readily available. 

Mr. Bennett is in Britain to 
take over the American end of 
the British Woollen Association 
account. 

Robert Freeman, whose agency 
handles the account in Britain, 
was host at luncheon. 

Guests included L. W. Need- 
ham (Daily Express), C. W. V. 
Truefitt (Daily Mail), J. F. C. 
Coope (Daily Mirror), G. R. 
Pope (The Times), Norman 
Edwardes (News of the World), 
F,. H. Waters (News Chronicle), 
G. -P. Simon (Daily Telegraph), 
W. J. Brittain o™ Recorder), 
A. Pemberton (Alfred Pemberton 
Ltd.), Leonard Garland (S. T. 
Garland Ltd.). 


pitfalls in the American market 
and advise them how to break i 
economically. 
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‘Survey shows £180 


million spent on 


advertising in 1952 


the period of seven years. 


The Advertising Association hopes to complete and 
publish by the beginning of April the Analysis of 
Advertising Expenditure, 1952. 

Preliminary and provisional estimates according to 
the Association’s Newsletter indicate that for 1952 the 
+. total expenditure im advertising was just over £180 
million, compared with the figures of £100 million for 
1946 and about £120 million for 1948. 

There has thus been an increase of 80 per cent over 


While the trend since 1946 has always been upwards, 
the biggest increase appears to have been between 1949 
and 1950, when the expenditure went from about £130 
million to about £150 million. 


Publishing and public relations 
linked in service for industry 


A service by which advertisers 
can bring a news story to the 
notice of the great majority of 
this country’s a editors 
has been annow by Geoffrey 
Perry, managing director of Perry 
Press Productions Ltd., working 
in conjunction with John Wynn 
and Partners Ltd. 

On Monday this week more 
than 5,000 editors received a 
copy of the fourth edition of 
Your Story, “Britain's first pub- 
lic relations magazine,” announ- 
cing details of the new scheme. 

In this, and subsequent 
editions, are the synopses of 
various news stories from British 
industry—“and industry,” Mr. 


At the party at the Dorchester Hotel to welcome Victor Bennett (second 
from right) are (I. to r.) Frank Waters (“News Chronicle’), John Coope 
(“Daily Mirror’) and Alfred Pemberton (Alfred Pemberton Ltd.). 


Perry said when announcing the 
service, “is full of interesting 
stories which afe never brought 
to the notice of the average 
editor because he has not the 
time to look around properly.” 

This week's Your Story is the 
fourth to be issued since last 
February. The third edition, con- 
taining full reprints of stories 
from various house magazines 
published by Perry Press Produc- 
tions and an invitation to editors 
to use any story in which they 
were interested, received such a 
response that this service is a 
direct result. 


Monthly publication? 


Once a story synopsis had in- 
terested an editor, he would be 
placed in touch with the sponsor 
of the story. He could then 
either use an article—together 
with otographs—prepared by 
Perry Productions or make 
arrangements for his own 
editorial staff to cover the story. 

Your Story will be published 
bi-monthly for the next few 
editions but it is ho to make 
it a monthly journal as soon as 
possible. In addition, when cir- 
cumstances demanded, a topical 
story would be circularised in 
a special supplement without 
waiting for the next Your Story. 

“It is hoped,” said Mr. Perry, 
“that this service—the first of its 
kind for industry anywhere—will 
fill the gaps left by firms not 
large enough to have a public 
relations ollicer and newspapers 
—— an industrial correspon- 

nt.” 
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Waistcoat slogan 


The “Chairman” of the Old Tyme 
Music Hall at Dreamland, Margate, 
has received this waistcoat from 
brewers Ind Coope & Allsopp Lid. 


Outdoor films 


are new medium 


A new form of outdoor ad- 
vertising, Screen Sites, is being 
operated in Coventry Street, 
London. Advertising films, film- 
lets and slides are projected on 
to an 8 ft. by 6 ft. screen. It 
can be seen equally effectively by 
both day and night. 

Advertisers using the new 
system include Aspro, M.G.M., 
Evening News, Sunday Dispatch, 
Kangol, H. Samuel, Cadbury’s, 
Cidal soap, Richard Hudnut, and 
Pascall’s sweets. 

Each film or slide is shown 50 
times a day for seven days a 
week. Films, filmlets or slides 
produced for normal cinema 
showing can be used on Screen 
Sites 


Spottiswoode, Dixon and Hunt- 
ing Ltd, have been appointed 
agents. It has been estimated 
that the London Screen Site is 
watched by at least 100,000 
people a week which gives a rate 
of 2s. per thousand for filmlet 
exhibition and 1s. per thousand 
for slides. An 18- or 22-ft. film 
can be exhibited on a 52-week 
contract for £9 15s. a week. 

The originators of Screen Sites 
are The Slide Publicity Co. who 
undertake to make films for ad- 
vertisers at an extra charge. 

It is planned to extend Screen 
Sites to large cities throughout 
the country. A limited company 
is being formed with offices at 
at ‘oventry Street, London, 

‘5 


Good design and the 


export market 


Emphasising the importance of 
ee design in the export mar- 
et, Lex Hornsby, director of 
public relations at the Ministry 
of Labour and National Service, 
told Manchester Branch of the 
Design and Industries Asso- 
ciation that it would be no use 
to compete with the world in the 
mass production of low-priced 
goods. 


’ ———=— oe : : 7 
: — - ; 
a = es J 
wn 4 
a OHNOON,,______________ ee = oI ‘¢ ‘ 
Be a 
' \ 
e ay 
= . a 
- 
f fe 
' He a 
H | b' ‘ 4 
, { * 
- 
1 
J 
| Bo 
4 . 
/ 
| ’ 
/ 
/ 
7 
a 
7 
oh 
J a 
Ne 
f . 
“5 
5 
ees 
A 
“ou 
a 
*In a Guest Column next week 
Mr. Bennett will warn British ; 
advertisers against some of the 
hw 
ee et ae ay e 
~ "a . A m ie ; one Oe a 
— ‘Shes 4 rae P : me i - 
- o Ame o <4 - 4 3 = 
» < ; 2 
e tage Ue oon — . : 
= “ye , ce a . 
z fp , 5 te wl ak 
ce | . << i Lo ll 7 
ee sy si | 
ke an Peek oes al |) are 7 
a) ae are ; A ° 9. Sa 
a os aloe Pant oe 
Se ar a poke we in To. 3 i 
a . Ay eo a? . JAZ he oe ee ae . 
ee “os ety a a 4 ao! ee 2 L 
a a . as aes 5 
ard 91 i a. Ye pt iy . A ec laii i ee ee = ” 
ue <a: Sa, _ aa ee) iS a 
. Ps, 
‘ 
Bd : 
> 5 ae a — a — : ae. ae Fite: a ooo 2). oa : ee oe pies ear ie 
aS . 7 = ee Pa ae —_ mM - -_ “ @ __ ae lll 


ADVERTISER'S WEEKLY 


Roy Thomson 


forecasts: 
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in power, volume’ 


‘ACROSS 
TAUGHT TO 


THE ATLANTIC PEOPLE 


ARE 


WANT—CONTINUOUSLY ” 


MORE powerful advertising than hitherto known in Britain 
as a means of securing better living standards and greater 
business opportunities was forecast by Roy Thomson, chairman 
of the Scotsman Publications Ltd., in a talk to Glasgow Publicity 


Club News 


Berks and Bucks 


When trade terms are 
hallowed by age 


Advertisers who use trade terms 
which are hallowed by age—pro- 
vided they are old enough—n 
have no fear of the new Mer- 
chandise Marks Act, members of 
the Berks and Bucks Publicity Club 
and the Reading Chamber of Com- 
merce were told by E. Langdon- 
Davies. 

Mr. Langdon-Davies is _ joint 
author of the legal text book on the 
Merchandise arks Acts of 1887 
and 1953, 

When asked if the description 
“rock salmon,” applied at present 
to a fish which was not a salmon 
at all, would be dangerous, Mr. 
Langdon-Davies pointed out that 
under the Acts any description in 
lawful and general use before 1887 
would be acceptable even though it 
might seem misleading. Asked if 
“orange squash” must contain 
oranges, he said the standard of 
orange content was already laid 
down by the Ministry of Food. 


Club. 


“It is bound to come,"’ he said. 
“IL believe that large-scale advertis- 
ing in Canada and the U.S. has 
been the major factor in developing 
a very high standard of living. 
Mass production can exist in theory 
without advertising but not in 
practice. The output of huge high- 
production factories must Be sold 
and sold quickly. There must be 
continuing consumption at high 
level, and that is not possible with- 
out vigorous advertising, usually 
a high-pressure type. 

“People in Canada and America 
are taught to want things con- 
tinuously and in great quantities. 
A man would be poor indeed who 
could not afford a motor car in 
Canada. They have summer homes, 
electrical appliances, refrigerators, 

sets, and now they are getting 
deep freezes... . 

“Any nation whose manufactur- 
ing is geared to give its own ople 
this high standard is obviously pro- 
ducing on a basis very favourable 
to the capture of extensive foreign 
markets. 

“Foreign trade eee on effec- 
tive home trade. All brakes should 
be taken off industry to allow it 
to hit high peaks of production, and 
when that happens advertising in 
this count will be in similar 
volume to that across the ocean.” 


Ladies’ Evening 


Laurence P. Scott, seen here (right) with his wife being received by 

chairman Walter J. Harrop and Mrs. Harrop, proposed the toast of “The 

First Friday Club” at the Club's ladies’ night at the Midland Hotel, 
Manchester. 


*‘Down-to-earth’ advice for managements 


“Keep your feet on the ground 
and cultivate the ‘barrow boy’ men- 
tality’ was the advice to manage- 
ment given in a talk to the Bradford 
Publicity Club by Lt.-Col, C. T. 
Wells, general manager of Brad- 
ford’s Empire Stores Ltd. 

Col. Wells, who was talking about 


the qualifications of a 
manager, said that idealistic and 
impractical people would never 
make good. “Inferior candidates 
for management become frustrated 
and operate inefficiently when faced 
with problems” he declared. 


general 
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‘British advertising will grow 


“a 


Roy Thomson (second from left), at the Publicity Club of Glasgow 
luncheon, talks with (left to right) James E. Hastings, D. C. Gourlay and 
Alec McKenzie. 


Bristol and West 


The chink in 


her armour 


An advertisement “in good taste”’ 
implied to a housewife that the pro- 
duct would follow suit, members of 
the Bristol and West Publishing 
Club were told by Stella Thompson, 
the social studies chairman of the 
Bristol and District Federation of 
Townswomen’s Guilds. 

She emphasised that the “one 
chink in the housewife’s armour 
against advertising’’ was her family. 
She gave an example of a cereal, 
which the housewife would bu 
because her children wanted to col- 
lect all the figures on the back of 
the packets. ; . 

In many cases housewives dis- 
liked a juxtaposition of advertise- 
ments and editorial copy—except 
when the copy gave additional in- 
formation about the products in 
the advertisements. 


Leicester 


Heroes must be of 
the right sort 


Marcus Morris, editor of Eagle, 
Girl and Robin, told the Publicity 
Club of Leicester he condemned the 
essentially bad comics which had 
no editorial policy and no contact 
with the child reader. These were 
mostly American, he said. Heroes, 
he said, must be of the right kind 
—courageous, showing initiative. 
There was no evidence that comics 
created crime or had any effect on 
juvenile delinquency. e did not 
think that strip cartoons created 
illiteracy—they were a step towards 
full reading. 


Dublin 
Lecture series on 


public speaking 

The Advertising-Press Club in 
Dublin is to start a_ series of 
lectures on my speaking. This 
follows a talk by Gabriel Fallon, a 
former Abbey actor who is now 
a drama festival adjudicator and 
drama critic, on the art of public 
speaking to members of the Club. 

Mr. Fallon will give a series of 
five or six lectures to members of 
the Club's discussion group which 
has been re-established this session. 


Norfolk and Norwich 


Headline ‘classics’ 
are recalled 


Recalling sensational advertise- 
ments of the nineteenth century, 
K. C. Matthews, advertising mana- 
ger, Boulton & Paul Ltd., told 
Norfolk & Norwich Publicity Club 
how trick headlines were used. He 
cited “Beautiful Young” Girl 
Strangled,” and then in very small 
type underneath, ‘“‘a cry of admira- 
tion when she saw our product.” 
One even went so far as “Duke 
of Wellington Shot . . 
of admiration at our .. . 

Mr. Matthews emphasised how 
the Code of Standards had helped 
eradicate sharp practice and in- 
crease the prestige of advertising. 


LONDON CLUB’S GALA 

This year’s Publicity Club of 
London's Gala will take place in 
the Great Room of the Grosvenor 
House, Park Lane, on Friday, 
March 26. 

The programme will 
dancing to Sydney  Lipton’s 
orchestra, a cabaret, and the 
traditional “midnight cake.”’ 


include 


Pustictry CLus or Leeps annual 
dinner and dance. Great Northern 
Hotel, Leeds. 7.30 p.m. 

PRESS ADVERTISEMENT MANAGERS’ 
ASSOCIATION annual gala. Con- 
naught Rooms 

PUBLICITY CLUB OF PETERBOROUGH. 
FP. Churchwood on “The case for 
o-operative selling in the national 
retail trade,”’ 

Pusticrry Cius or GLascow 
luncheon. E, Rosslyn Mitchell on 
“Robert Burns.” 

Mondwy, January 25 

Pusticity Cus or Leeps (public 
speaking section). Debate on “That 
the personal sales talk is more 
effective than printed advertising.” 
Peel Restauramt. 6.15 p.m, 

january 26 


REGENT ADVERTISING CLUB. Harry 
Alan Towers on “Radio and tele- 
vision advertising.” 

INCORPORATED ADVERTISING MAn- 
AGERS' ASSOCIATION. Viscount 
Moore on “Advertising and the 
financial press." Business Manage- 
ment House, 8 Hill Street. 6.30 


p.m. 
Wednesday, January 27 
BIRMINGHAM PUBLICITY AssocI- 
ATION (Associates’ Circle). “Can 
you do this?" Yates Wine Lodge 
Corporation Street, Birmingham, 
» January 29 
ALDwycu CLUs, 


Ladies’ night. 
Grosvenor House. 
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‘Advertisers on TV won't 
debauch us’—Gammans 


(PPONENTS of a competitive television system which was 
financed by advertisement revenue would just not face 
realities, said the Assistant Postmaster General, Mr. David 


Gammans, M.P., on Monday. 


Speaking at a luncheon given 
by Esquire, Mr. Gammans con- 
tended that if the B.B.C. and a 
second corporation were to be 
financed by licence revenue, the 
annual licence fee would be at 
least £5. 

“What is wrong with care- 
fully controlled advertising?” he 
asked. 


“People talk about advertisers 
as if they were fiends out to de- 
bauch a nation of innocents. 
Read the advertisements in The 
Times, Manchester Guardian, 
and in Punch and realise it will 
very largely be the same people 
who will advertise on televi- 
sion,” he urged. 

“Let us keep a sense of propor- 
tion about advertising revenue,” 
he said. “Approximately £200 
million is spent each year on all 
forms of advertising—if we can 
get five per cent of this it would 
be pretty good revenue for the 
corporation and the programme 
companies and is only about the 
natural increase in one year.” 


TV ADVISORY COMMITTEE 


The Government's decision 
that, subject to the capital in- 
vestment position, the B.B.C. 
shall make a good start on the 
development of very high fre- 
quency broadcasting before com- 
mercial television begins is noted 
in a report of the Television 
Advisory Committee. 

The Advisory Committee re- 
commends the use of the fre- 
quency modulation system in 51 
v.h.f. transmitters which the 
B.B.C. is ready to build for 
national coverage, if the recom- 
mendation is ee 

“Whatever may the position 
in other countries regarding v.h.f. 
sound broadcasting,” states the 
Report, “in this country the 
B.B.C. considers that its introduc- 
tion is the only means by which 
the Corporation can fulfil its con- 
tinuing obligation to provide an 
adequate national sound broad- 
casting service. During our 
examination of our problem we 
have found no cause to disagree 
with this view.” 

Cc. O. Stanley, chairman of 
Pye, Ltd., and one of two repre- 
sentatives of the Radio Council, 
has issued a minority report, 
alleging that v.hf. broadcasting 
has been a failure in practically 
every country where it has been 
tried. He recommends that: 

“The introduction of v.h-f. 
sound broadcasting should be 
reconsidered after the Govern- 
ment’s proposals. on the intro- 
duction of new television services 
have been fully ventilated, and 
agreement rea upon them.” 


Commercial TV will: 
not affect press } 


Roy Thomson—who owns } 
14 newspapers and five radio 
stations in Canada, and is; 
chairman of the Scotsman‘ 
Publications Ltd. here—said 
last week that British news- 
paper publishers are “too 
alarmed about commercial] 
television.” ‘ 

“It has never affected us,” 
he added. “I have newspapers 
where I have radio stations+ 
and radio stations where |! 
have no newspaper. The only 
effect is that it makes you 
work a little harder, .. . 
“Radio and television will; 
} become an addition to the ad-+ 
+vertising budget, and in this? 
country there is plenty of 
room for it. In Canada it has? 
not affected newspapers. We 
{have had an all-time high.” 


4 


i i il 


Wales on wheels 


The _ tourist and holidays 
section of the National Industrial 
Development Council of Wales 
and Monmouthshire is to convert 
a motor coach into a travelling 
exhibition advertising the attrac- 
tions of the Principality. 


ADVERTISER'S WEEKLY 


At the opening of the exhibition of wiering designs in the international 
J 


poster design com 
group (left to right) are: Dr 


tition at the McLellan 


alleries. in Glasgow. In this 


T. J. Honeyman, director of the Glasgow 


Art Gallery, who opened the exhibition, D. C. Gourlay, president of the 
Publicity Club of Glasgow, D. Bull, of David Allen & Sons Lid., and R 
Beith, the General Billposting Co., Litd., who sponsored the exhibition. 


Exhibition men to demand security 
from untrustworthy exhibitors 


EXHIBITION 


organisers may demand “additional 


security” from untrustworthy exhibitors. This is one of 
the modifications which, to meet the wishes of certain 
organisers, the Incorporated Society of British Advertisers 
has made to the proposals that appeared in its leaflet, “Public 


and Trade Exhibitions.” 

The agreed modified rule reads 
now as follows: 

“While the amount of the 


deposit stipulated in the contract 
must not exceed 25 per cent, no 
objection can be raised if, for 


their own pee, organisers 
require additiona! security from 
exhibitors whom they have 


reason to mistrust.” 

The clause permitting exhibi- 
tors to employ their own electri- 
cal contractors and supply their 
own fittings “shall not apply in 
cases where organisers are them- 
selves restricted by limitations 
imposed on them by the owner 
of the hall.” 


Publicity urged for 


bespoke tailoring 

A joint advertising drive b 
bes Ke tailors is = in ; 
leading article in Tailor and 
Cutter. 

Commenting on the formation 
by American bespoke tailors of 
a national publicity committee 
the journal comments: “When 
one considers how Britain is the 
very world centre of bespoke 
tailoring, one feels a little chag- 
rined that such a healthy attitu 
towards publicity did not first 
appear in this country generally.” 


‘Esquire’ welcomed: Sign 
of waning sellers’ market 


The launching of the British edition of Esquire in May 
was welcomed by David Gammans, M.P., the Assistant Post- 
master General, at a luncheon on Monday given by Arnold 
Gingrich, publisher of Esquire in America, who is on a short 


visit to this country. 


Leading British advertising agencies 


were represented at the luncheon. 


Mr. Gammans said: “The 
starting of a new magazine in 
London is yet another sign that 
we are getting away from a 
sellers’ market. Some people 
want to stabilise conditions and 
exclude new arrivals, but that is 
a counsel of timidity and despair. 
It is by competition that the pub- 
lic is best served.” 

The American Esquire had 
been reared in the “College of 
Hard Knocks,” declared Arnold 
Gingrich. 

He revealed: “Our . had 
to go out for our first issue of 
this expensive luxury magazine 
on that very day in March, 1933, 
when Roosevelt, as his first act 


as president, closed every bank 
in the country.” 

By comparison the British 
edition was being boru with a 
gold spoon in its mouth. He 
gave this recipe to explain 
Esquire’s success : 

“Take equal portions of in- 
formation and _ entertainment, 
stir them, shake them well and 
see to it you serve them up in 
a manner calculated to appeal 
chiefly, but not exclusively, to 
men who have both the means 
and mood to enjoy all the 
amenities to appreciate the arts 
of gracious living.” 

Sun Printers Ltd. are to print 
Esquire here, 


“Does Mr. Esky wear a dicky?” 
This question has been posed by a 


reader of “Advertiser's 
who noticed that in the recent 
double-page spread carried for 
Esquire,” the magazine's famous 
character was wearing a striped 
shirt and white, cuffs. Questioned 
on this point Arnold Gingrich, 
American publisher of “Esquire,” 
told “Advertiser's Weekly’ : “Of 
course he does, And so do 1,” 
He pulled aside his jacket to reveal 
a white dicky backed by a blue and 
white striped shirt, to prove his 
point, 


Weekly,” 
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Lumsdon heads 


joint committee 


Ernest Lumsdon (Westminster 
Press Provincial Newspapers) has 
been appointed chairman for 1954 
of the mt advertisement com- 
mittee the Newspaper Socicty 
Po Newspaper Proprietors Associa- 


OOM, Lumsdon is vice-chairman of 
the Newspaper Society’s advertising 
committee. 

* * oo 

The following have been elected 
Fellows of the Institute of Incor- 

“pe Practitioners in Advertising : 

Barter (Spottiswoode, Dixon 
& ‘Hunting Lid.), Eugene Brunning 
(S. C. Peacock Ltd.), T. F. Clarke 
(R. F. White & Son Litd.), J. H. A. 
Cocks (Gordon 4 Gotch Advertis- 


Willies _ (Kem 


sell’s me ice), E. 
Mackenzie Crawford Lid.) 
EF. Maxwell Nicholls {Maxwell 
Nicholls & Partners), R. K. 
(Walter Pearce & Co.), A. "Mobert. 
son (D. J. Keymer & Co., Ltd.), 
S. E. Shelton (Mather & Crowther 
Ltd.), F. G. Wills UGohn Haddon 
& Co., Ltd.). 
7 oe * 
Associated News) announce 
the appointment of A. C. Crouch 
to the ition of manager of all 
their publications departments. The 
appointment of a separate manager 
of these departments has been made 
be gene by the increasing number 
blications now being need 
Fed Sowepaners in the og ty 
Crouch, who joined the firm 
1939, has had extensive experience 
both in printing production and 
sales management. 
a * 
Bodkin, press officer for 
Warner Brothers, has been ap- 
pointed assistant to Jack Worrow, 
publicity director of Ealing Studios. 


Toy, 


roup at the Majestic Hotel, Harrogate, shortly before 
ye ‘George Wilkinson, the 


thern Television), 


of “British Playthings Overseas,” Sydney Butterw: 
Toy Fair, and Dick 


of the 


David Geoffrey Bell has been a 
inted to the board of Colman, 


and 14th Army in India, Burma 

and Malaya, he was twice mentioned 
in despatches. Later he became 

ennai of Atlantis * (East) Ltd., 

representi Reckitt & Colman 

Overseas .» in Indi 

Burma and Ceylon; 


& 
Ltd. in July, 1952. 
* * 7 


Malcolm Neville has joined F. C. 
Pritchard, Wood and Partners Ltd. 
as head of a copy group. He was 
previously with Paul E. Derrick 
Advertising Lid., London Press Ex- 
change Ltd., where he was a cam- 

paigns manager, and Rumble, 
Crowther and Nicholas Ltd. 
Another popemtmest to this agency 

ichael 


is that of 
writer. He has been i 
Robert Freeman Co., Ltd., Erwin 
Wasey and Co., Ltd., Saward Baker 
and Co., Lid., and Dorland Ad- 
vertising Ltd. 

am - 


A. Barford hag been a 
mg manager 
blications Ltd. 
Scotland and educated at 
Glen’s School, Glasgow, and in 
Toronto. He started his newspaper 
career on the Toronto World and 
later moved to the Toronto Daily 
Star, For many years Mr. Barford 
was engaged in advertising gency 
work in “Toronto, but in 1 he 
returned to the newspaper field as 
gence’ manager of the Thomson 

ewspapers in Canada. A few 
years later he assumed the direction 
of the Vancouver News Herald. 

* oe * 


After six years with Armstrong- 
Warden Ltd. as studio manager and 
art buyer, Hugh A. is to 
join Ripley, Preston & Co., Ltd., 
in a similar capacity, 


He 7A 4 in 
Allan 


Fair organiser, 


Three of the directors of C. F. pag ok Lid. lined u 


e the 6 Kes ound ov The aied the See 


F. R. Edwards has just the pub 
inted chief assistant in od 
city department of 
Company Ltd. He pane 
the company a few months after 
its age in 1919. 
oo +. 


J. ons & Company have 
Rig, A Burrell. to head the 
press ee: section of their ad- 
vertising and publicity department. 
He was formerly assistant editor of 
The Sketch magazine. 

* * * 


J. Rowe has been appointed Mid- 
lands representative of the Cabinet 
Maker. He succeeds G.  B. 
Timings, who has been transferred 
to head office in London. Mr. 
Rowe was genet with the Bir- 
man ingham azette and Despatch 


* * * 

C. B. Wrey is to represent the 

Incorporated Society of British 

Advertisers on the Outdoor Adver- 

tising Industry Advisory Commit- 

tee in addition to M Pick. 
* 


Cc. £E. el has “| 

inted London manager 
Ci eechester agency of Tom Hale 
Publicity Service. He was ae: 
account executive with C. J. Lytle 
(Advertising) Ltd. 

- * * 

The team which won the Tolle- 
mache Cup inter-county betdge 
competition included Trevor H. 

7 Reginald Harris Publications 
td. 


the F of the Harrogate Toy Fair are (left to 
oreowe ly § director, Colehan 
Tattersall, editor of the ‘ ‘Toy Trader & Exporter, 
‘orth, Brighton publicity director, Herbert 
editor of * ‘Games and Toys.” 


Simamons, editor 
press officer 


JANUARY 21, 1954 


to face the camera 
+ a0 ane ‘Hotel ft to right are 
veteran of the board. 


OBITUARY 


Sir Ernest Benn 


Sir Ernest Benn, a director and 
fee chairman of Bros. 

periodical publishers, died 
on ay at the age of 78. 

Only five days before he died he 
was at his desk in Bouverie House. 
Son of the late Sir John Williams 
Benn, founder of firm, Sir 
Ernest was, to a large extent, the 
architect of its progress. His 
father said of him: “The bricks for 
the House that Benn built were well 
and truly laid by my eldest son.” 

Sir Ernest started as an office boy 
on the an Maker. he 
was an advertisement po am me ed 
for that r. He uired the 
Hardware Trade ) in 1900, 
and during the 

management 


t 
the Cabinet Maker with the 
heavy task of building up the 
Hardware Trade Journal. By hard 
effort the firm branched hg ae nn 


— e a number of trade & 
igned 


journals specifically 
the. export field. 

It was Sir Ernest who conceived 
the proj in the ear twenties, _of 
esta lishi the ry 
company not Ernest Benn Ltd. Not 

—_ ~y 8 enterprises met 
arth success, but he never r ~~ 
experiments. Some he regar 
among “my glorious failures.” 

1926 he realised a_ lon 
ambition when he built 

House, lifting, as he said, the trade 
and technical press to where it 
belonged, right in the heart of 


Fleet Street. 

Sir Ernest was president of the 
National Advertisin, or as ~ 
Society from 1 29, the 
Printers’ Pension a from 
1933-34, and of the Advertising 
Association in 1936. In 1932 he 
was High Sheriff of the County of 
London. Sir Ernest was noted for 
his championship of the rights of 
the individual against what he 
regarded as excessive interference 
by the State. He founded the 
Society of  Individualists. His 
younger brother is Viscount Stans- 
gate, formerly Wedgwood Benn. 

Sir Ernest and Lady Benn cele- 
brated their golden wedding a 
ago. Heir to the baronetcy is fohn 
Benn, aged 49, a director of Benn 
Bros. hairman of Benn Bros. is 
Glanvill Benn, Sir Ernest's second 
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reads the Sunday Pictorial every week 


Every week one family out of every 

three in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,373,027, 

the Sunday Pictorial goes into millions of homes 
all over the country. It is read by 


every adult member of the family on the best 
advertising day of the week—the day 


they have time to read advertisements at leisure, 
and sales messages sink in. Space 

in the Sunday Pictorial is exceedingly economical 
too. Compared with 1939 its square 


inch per thousand rate has increased much less than 
that of any other Sunday newspaper. 
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Three years study of 800 
marketing areas 


For the past three years London Press Exchange Ltd. have 
been mapping and studying the 800 or more marketing areas 


into which the country is divided. 


Working from the 1951 Cen- 
sus they have prepared popula- 
tion estimates showing the num- 
ber of adult men and women 
and housewives in each part of 
these areas. They are now 
studying the distribution of retail 
outlets and the association of 
these areas with local advertising 


ia. 

L.P.E. say that the results 
of their work have already been 
used by several clients to throw 
more light on their marketing 
and distribution problems. The 
sampling for their recent poster 
audience research was also based 
on these areas. 


Main sources 

“When planning a sales or 
advertising campaign it is often 
necessary to select towns, or 
shopping centres, which serve as 

main source of supply for 
consumers in the areas surround- 
ing them,” states a document 
compiled by the agency, which 
explains how full use is being 
made of the information ob- 
tained, 

A good indication of main 
centres of distribution, it states, 
could be judged from bus ser- 
vices which reflected the jour- 
neys which the majority of 
people desire to make. In some 
districts, the Scottish highlands 
in particular, it was necessary to 
consider train and steamer ser- 
vices also. 

The research was conducted 
by the advertising research and 
market information section of 
the agency under the control of 
Brian Copland. 


Touring exhibition 


of tableware 

A touring exhibition devoted 
to  tableware—pottery, glass, 
cutlery and flatware, in furnished 
settings—will shortly be available 
for hire by retailers interested in 
promoting their tableware sales. 
Tt has he adapted from the 
successful “Round the Table” 
exhibition held recently at the 
Tea Centre, London, and visited 
by over 11,000 people. It aims 
to display modern tableware, at 
prices, in its appropriate 
setting. Items have been chosen 
from Design Review, the Council 
of Industrial Design index of 

well designed goods. 


Industrial pictures 

An exhibition of paintings of 
industrial subjects by contemporary 
artists opened at the British In- 
stitute ~~ ag} premises, 
8 Hill Street, W.1, last Frida 

Organisation of the exhibition 
was undertaken by a committee of 
independent artists working in_con- 
junction with the Artists’ Inter- 
national Association. 


DESIGN CONGRESS 


The Alliance Graphique Inter- 
nationale, the international asso- 
ciation of leading designers, will 
hold its next Congress at Basle, 
Switzerland, from January 29-31. 

Members from Britain, Den- 
mark, France, Germany, Holland 
and Switzerland will attend. The 
British members will include 
Tom Eckersley, Milner Gray, 
Ashley E. Havinden (correspon- 
dent of the A.G.I. for Britain), 
F. H. Henrion (one of the vice- 
putes of the AGI), Pat 

eely and Hans Schleger. 

The purpose of the Congress 
and the association in general is 
to improve the standard of 
design and to safeguard the pro- 
fessional interests of designers. 


Historic setting 


for exhibitions 


Built about 60 years ago by 
Barney Barnato, and later owned 
by the Sassoon family, Park Lane 

ouse has now been taken over 
by a limited company and is 
being used for a variety of func- 
tions, including exhibitions— 
ranging from heavy industries to 
arts and crafts. 

The panelling throughout the 
house is unique; that in the 
Palffy Hall, on the first floor, 
having come from the Palffy 
Palace in Vienna where it formed 
the background for the signing 
of the marriage contract be- 
tween the Dauphin and Marie 
Antoinette in 1760. 

There is also a fully equipped 
theatre, decorated in rich crim- 
son with palest pink walls, which 
may be booked. There is a 
large central marble hall with an 
imposing staircase, out of which 
lead smaller ante-rooms opening 
into the great panelled halls 
beyond. 


The first floor foyer, taken from 
the top of the staircase. This 
shows the ornate work on the ceil- 
ing which is supported by the white 
marble lonic columns. On_ the 
right can be seen the entrance doors 
leading into the theatre. The win- 
dows in the background overlook 
Park Lane and beyond the Park. 
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Cheer-up campaign 
for ‘Daily Express’ 

A phrase used by a speaker in 
the recent by-election at Holborn 
has been adopted as a slogan in 
an extensive press campaign 
launched by the Daily Express. 

The slogan is: “If you get the 
Daily Express it always seems to 
cheer you up.” The advertise- 
ments feature the Daily Express 
team of cartoonists — Giles, 
Osbert Lancaster, Barry Appleby, 
Cummings, Roy Ullyett and 
Arti 


ie. 

To launch the campaign the 
Express took, for the first time, 
ny half-page in the Manchester 
Guardian. The schedule includes 
other large spaces in provincial 
evening, morning and weekly 
newspapers. 


e . 

Agency’s silver 

s + 
jubilee 

The annual staff dinner-dance 
of G. S. Royds Ltd. was also a 
celebration of the agency's 25th 
anniversary. An inscribed silver 
tray was presented by the staff 
to the chairman, George Royds. 

The presentation was made by) 
two of the young people follow- 
ing a whimsical speech by S. A. 
Sibbring, joint general manager, 
who has been with Mr. Royds 
since 1924, 

To mark the occasion, Mr. 
Royds, on behalf of the agency, 
gave a special cheque for £500 
to N.A.B.S. 

The dinner was followed by 
dancing and a professional floor 
show compeéred by Nicholas 
Royds. 


Checking the sales efficiency of 
art-work and copywriting 


That advertising artists and 
copywriters are not in a position 
to judge the value of their own 
work was d at a meeting 
of the Advertising Creative Circle 
by Harry Henry, director of 
Market Information Services 
Ltd., on Tuesday. 

“The majority of creative 
people in advertising suffer from 
a suppressed sense of guilt,” said 
Mr. Henry, “and this tends to 
make them remarkably sensitive 
to any suggestion that the sales 
efficiency of their work should 
be checked.” 

The standard argument pro- 
duced by creative men against the 
use of research for this purpose 
was that it reduced everything to 
a formula, and was the end of 
all imagination and inspiration. 

“This sort of talk is tommy- 
rot,” continued Mr. Henry. “I 
have heard far more formule 
produced, and in far more sweep- 
ing and unconsidered terms, by 
creative people with no shadow 
of evidence for their statements, 
than have ever been put forward 
by competent research practi- 
tioners.” 

Research into the effectiveness 
of advertising art-work or copy 
was, however, an extremely com- 
plex operation. 

A ham-handed amateur adven- 
ture into this field, on an ill- 


conceived project badly carried 
out and incompetently analysed, 
could produce fantastic nonsense 

Referring to the technique of 
so-called copy-testing which in- 
volved showing members of the 
public two advertisements and 
— them which they pre- 
ferred, Mr. Henry pointed out 
that all this did was to turn the 
informants into amateur advertis- 
ing agents: advertising was a 
field of activity in which it was 
the function of art to conceal art. 

“If you are going to have 
a into advertising art-work 
and copy at all,” concluded Mr. 
Henry, “then take your problem 
to somebody who understands 
the complexities of research into 
motives and attitudes.” 


Dealers as agents for 


gas appliances 


Under a new plan to promote 
sales of gas and coke appliances, 
the East Midlands Gas Board is 
to seek the co-operation of de- 
partmental stores, ironmongers, 
and builders’ and plumbers’ mer- 
chants, and to support the dealers 
by means of service and publicity 
—including showroom displays. 

The dealer will operate as a 
selling agent, being paid commis- 
sion for sales. 
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Classic setting for Ideal 
Home Exhibition 


W HEN the 1954 Daily Mail Ideal Home Exhibition opens 
at Olympia on March 2, Sir Hugh Casson will have 
transformed the Grand Hall into an imaginative version of 


The only limit to 

prosperity 

Only salesmen could give the 
assurance for full aneereen 
and they were the lifeblood of 
industry, said N. W. R. Mawle, 
national chairman of the Incor- 
porated Sales Managers’ Associa- 
tion, speaking at Hull. 

Even Americans when they 
wanted uality, introduced 
British pe. he said, and this 
country’s integrity had been en- 
han since the war. 

World markets could be ever 
expanded and the wants of 
geome were virtually without 
imit. We knew that the only 
limit to our prosperity and our 
standard of living was from the 
ability to sell and distribute at 
a profit and put into use the 
goods made. 


Creating confidence 


The cumulative effect of adver- 
tising over many years had 
created confidence in a standard 
of value and an acceptability for 
the branded article, said Harold 
S. Rooker, director of Lotus and 
Delta Ltd., speaking on sales pro- 
motion at a convention § in 
Leicester of the National Shoe 
Repairers’ Council. 

e said the brand could be a 
major factor in helping to main- 
tain a better average price, a 
quicker stock-turn, and lower 
mark downs, 


NEW version of the Mazda 
“dancing girl” sign has been 
produced consisting of a double- 
sided hanging panel coloured in 
red, black and white on a back- 


ground of green. Both the 
“dancing girl,” which is in full 
colour, and the word Mazda are 
in moulded relief and can be 
clearly seen from a_ distance. 
The sign can supplied with a 
lighting canopy housing two 2 ft. 
nt lamps behind louver- 
ing. The canopy is finished 
white 


internally and een 
externally to conform with the 
general colour scheme. 


Arcadia. 

At the far end of the hall will 
be a grotto representing the 
source of the springs at which 
the Sun God watered his horses 


at dawn. Above the grotto the 
Sun God will be seen driving his 
chariot into the sky. At the 


opposite end of the hall Diana, 
Goddess of the Moon, will be 
depicted withdrawing before the 
approach of day. 

horses drawing the chariot 
are of the legenda Pegasus 
strain, wi and golden. There 
will be 16 of them . om 
galloping on air 50 ft. above 
ground. 

These horses are to be 13 ft. 
high and 18 ft. long and, in the 
classic mode, must have the girth 
of a Suffolk Punch; yet lightness 
is essential. 


Pegasus in nineteen parts 


A team of artists and sculptors 
working with Richard Dendy 
have solved the problem. The 
chief sculptor, Angelo de 
Cauchferta, modelled a full size 
torso of Pegasus in expa 
aluminium mesh, hammering and 
pressing out its every muscle and 
tendon. Over this skeleton was 
stretched a fine industrial open 
weave cloth which, in turn, was 
impregnated with a plastic aero- 
plane glue. 

Meantime other sculptors 
modelled the limbs, the hoofs 
and the variably flexed heads and 
crests. Nineteen parts went to 
the assembling of one Pegasus. 

The Sun God's chariot—driven 
by Apollo himself—is a great 
bas-relief some 26 ft. wide which 
is to be posed 50 ft. above the 
ground over a Playing fountain. 

The carpeted main highway 
of “Arcadia” will be as wide and 
long as many a village street. 


Carpet over foamed rubber 


The carpet is to be spread over 
the longest continuous stretch of 
Dunlopillo underlay—made of 
foamed rubber— Dunlop 
Rubber Co. has ever supplied for 
one contract, 

This main portion of the hall 
Sir  ~ Casson, in association 
with obin and Christopher 
Ironside, has designed so that 
visitors will pass among a display 
of pergolas, garden alleys and 
beautiful topiary bordering the 
stands. The whole setting can 
be viewed from the Gall at 
the entrance end through three 
open arches in the topiary. 

This year will be the 45th 
anniversary of the opening of the 
first Daily Mail Ideal Home 
Exhibition which, year after 
year, is visited by more than 
one million people from all over 
the world. 
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H. Ashford Down, president of the Display Producers and Silk Screen 


Printers 
Glasgow. 


on, recently addressed members of the Association in 
He is seen here (centre) with committee members (left to right) 
George Stewart (Rex Publicity Service Ltd.), William Warwick 


(Warwick 


& Sons, ao ay Campbell, president of the Scottish Silk Screen 


Printers and 


play Association, and a | rey president, Jack McGavigan 
( 'd.). 


McGavigan's A 


How advertising 
has paid 


Referring to “the important 
tion achieved by Foster 
Lid. over a period of 
many years,” the chairman, 
Harold M. Beak, in his 
annual statement, observes: 
“Advertising has played an 
important part in the creation 
of this goodwill, and it is in- 
tended that such ex iture 
shall be mainta in one 
form or another.” 


Winning over the 


new generation 


There is an entirely new 
generation of housewives, traders 
and bakers who know only 
ae margarines and cooking 
ats. 


Writing in the house magazine 
The Stork, G. L. Salton, chair- 
man of the U.K. Margarine 
Executive of Van den Berghs 
and Jurgens Ltd., states they will 
have to be won over by “the 
quality of our products, and our 
selling and advertising methods.” 

Brand names such as Stork, 
Echo, Spry, Marvello, Dolphin, 


Flex and others will again be on 
the market. 

“Exhaustive plans for the 
‘Great proceeding 


ay 

rapidly a by early summer 
the staffs of our factories, our 
branch sales offices and our sales 
and advertising forces will all be 
working together to reinstate our 
products to their rightful place 
as ‘best sellers’,” he writes. 


SEWING WEEK: FREE MATS 

A folder illustrating the free 
mats being offered for this year’s 
National Sewing Week is bei 
sent to all department stores —— 
general drapers throughout the 
country. 

The folder also contains full 
details of the new display com- 
petition which, for the first time, 
is open for windows and in- 
terior displays, and an order 
form offering the largest number 
of display cards yet provided by 
the manufacturers sponsoring 
Sewing Week. 


Ashford Down on 
dynamic years 


The years 1949-53 were re- 
ferred to as “five dynamic years 
of progress” in silk screen print- 
ing by Ashford wn, 
addressing members of the Scot- 
tish Silk Screen Printers and 
ey Association in Glasgow. 

e stressed that modern factory 
methods, mechanisation and the 
use of photographic stencils had 
lifted the screen printing industry 
on to a plane where it now took 
its place as a recognised repro- 
duction process, able to handle 
long runs economically and 
speedily. Many jobs, he said, 
for showcards and window dis- 
play cut-outs were now being 
switched to the screen process 
from litho and letterpress because 
of the brilliant and durable 
colours obtainable and also of 
the competitive cost. 

The president of the Scottish 
Association, David Campbell, 
also spoke of the successful pro- 
gress of the industry when he ex- 
pressed the members’ apprecia- 
tion of Mr. Down's Ipful 
information. 


PRINTING FIRMS 
AMALGAMATE 


J. W. Hindson & Sons Ltd., of 
Pandon House, Newcastle upon 
Tyne, one of the leading firms of 
colour and commercial letterpress 
printers in the area, have acquired 
an interest in the business of 
Jordison & Co., Ltd., of Middles- 

a firm which has been 
or high-class lithography for 
20 years. 

H. Storey, at present chairman 
and managing director of Hindsons. 
becomes, in addition, chairman of 
Jordisons. Clifford Hindson has 
been appointed managing director 
of Jordisons. 

The London offices of the two 
organisations are to be merged and 
under direction of las 
Hindson who is also a director of 
the parent company. 

T. Rand, who joined Jordisons in 
1933 and was appointed a director 
of that company in 1951, has been 
ae to the board of J. W. 

indson & Sons Ltd. He is also 
works manager at Midd ; 

The ny of the two firms 
will be maintained. 
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AN IMPORTANT 
TAKE-OVER 


ole 
— 


=o 
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The Commercial Advertisement Division of the British ‘Transport Commission is 


now responsible for the letting of all advertising sites on properties, rolling stock and 


road vehicles on the London Midland Region of British Railways. ‘These sites were 
previously handled by Messrs. W. H. Smith & Son Ltd. and Frank Mason Ltd. 
The take-over also applies to all sites on the Scottish Region of British Railways 


formerly handled by Messrs. Macduff & Co. Ltd. 


From now on, enquiries for sites 


ON ALL REGIONS OF BRITISH RAILWAYS 


(with the exception of the Mersey Railway Company) as well as for other British 


Transport advertising sites—on London Transport railways and road vehicles, Pro- 


vincial & Scottish buses and British Road Services delivery vans—may be made to: 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION, CRANBOURN CHAMBERS, LEICESTER 9QUARE STATION, W.C.2. 
TELEPHONE: TEMPLE BAR 3490 


er to THE ADVERTISEMENT MANAGER (SCOTLAND) 


BRITISH TRANSPORT COMMISSION, 7 CASTLE TERRACE, EDINBURGH I. TELEPHONE: FOUNTAINBRIDGE 5222 
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COMMENT 


REALISTIC LEAD 


Everyone in advertising will wel- 
come the realistic action of the 
“Daily Express” in launching 
a campaign to explain to the 
public the important part ad- 
vertising plays in the economic 
life of the nation. 

Industry and commerce as a 
whole should welcome it, for 
the story of the achievements of 
advertising is also the story of 
how private enterprise is con- 
tinuously building the economic 
foundations of social progress. 

The publishing business should 
give it full support, because 
the prosperity of every journal 
in the land depends to a 
greater or lesser extent on ad- 
vertising. 

Only the opponents of consumer 
freedom and commercial initi- 
ative will fear this campaign, 
for it demonstrates to the man 
in the street how well advertis- 
ing serves him. 

There is a grand story to tell: 
prices brought down as a result 
of mass production, quality 

nteed by brand names, 
ull employment made possible. 


Increased spending 


It is not insignificant that im- 
provements in the national 
economy since the bleak 
immediate post-war years have 
coincided with ever-increasing 
expenditure on advertising. 

Roy Thomson, a Canadian who 
has recently invaded the b- 
lishing scene in Britain, fore- 
casts that British advertising 
will increase in volume and 
power as it is linked irrevocably 
with an expanding national 
economy. But the hope of an 
expanding economy rests on 
increased exports which, in 
turn, depend on effective 
marketing. 

Look at the figures: in 1946 £100 
million was spent on advertis- 
ing; the figure for 1952 was 
£180 million. The forecast fur 
1954 is over £200 million! 

The link between advertising and 


The “Daily Express” reports 
lly good co-operation 
newspapers. One offered 
_ insert their advertisement 


Some newspapers, however, re- 
fused to accept it. They should 
be ashamed of their own petty- 
minded short-sightedness. 

In the near future the Advertis- 
ing Association must continue 
this task so wisely begun, and 
it is now doubly clear that the 
generous co-operation of ad- 
vertisers, agents and publishers 
will be necessary if anything 
worthwhile and lasting is to be 
achieved. 
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25 years ago this month Tintex Dyes were | And just what has the advertiser learned about 


launched with heavy advertising. 


advertising since then? 


‘Every penny must pull...’ 


HAT have we learned 

about advertising in the 
25 years since Tintex Dyes 
were launched? 
: We will try, without equivoca- 
tion, to give a forthright answer 
to this question, as we have no 
great liking for those who juggle 
with the “It all depends” attitude. 

To that trite and hackneyed 
phrase “It pays to advertise” we 
would like to add “Provided you 
keep on advertising.” A product 
even of the finest quality cannot 
be established over night by 
means of big splashes followed 
by sporadic reminders. No! Ad- 
vertising must be consistent and 
sustained. 

We have not found any hither- 
to unknown method, nor any re- 
markable new way of making 
sales leap prodigiously, or mira- 
culously achieving success. If 
there is any magic formula or 
mystical words which produce 
such astounding results, we, most 
certainly, have not discovered 
them. 

We have learned that adver- 
tising by itself is insufficient; it 
must be closely allied to effective 
marketing. For _ brevit we 
would like this phrase “effective 
marketing” to be interpreted in 
all its various aspects—-policy— 
representation — exhibitions — 
point-of-sale -aids — deliveries — 
give-aways—etc, 

It is the successful combina- 
tion of all these supported—sus- 
tained—and always inextricably 
merged with purposeful press 
and outdoor advertising, which 
produce the desired results. 

We have learned that the type 


of advertising destined to give 
the best results can only be 
found by trial and—alas!—error. 
In our own particular case we 
bless the day when we adopted 
that vivacious, pleasing person- 
ality—the lovely smiling figure 
in her multicoloured dress—“The 
Tintex Girl,” now taking her bow 
in so many parts of the country. 
She has won, as well as glad- 
dened, many 
hearts, and 
has proved 
a “sure fire” 
first prize- 
winner at 
scores and 
scores of 
fancy dress 
dances 
throughout 
the... United 

Kingdom. 
We have 
most certain- 
ly learned 
that it is 
invaluable to any manufacturer, 
marketing a proprietary line, 
to personalise his product. 
We have learned that to do so 
successfully not only sets the 
whole town talking, it gets them 
singing as well. Many songs 
have been written and sting ex- 
tolling “The Tintex Girl,” and 
we were most fortunate in secur- 
ing Harry Secombe—the well- 
known Goon—to sing one of 
these for us. Northern readers 
especially appreciate the benefits 
accruing from the well-known 
“Goon” singing about a well- 

known “goon” (gown). 

We have also learned the in- 


To-morrows TOPICS 


® Interest in the Classified Ad- 
vertising Conference is so 
great that plans will be con- 
sidered for a much bigger 
event next year. 


® Forecast is that expenditure 
on branded margarine may 
rival the record-breaking 
detergents at their peak. 
First news is of a £250,000 
appropriation to launch one 
brand. 


® A 3-D viewer cigarette pack 
is the forerunner of many 
novelties in the more con- 
servative packaging fields. 


® Keener-than-ever competi- 
tion will develop between the 
leading screen advertising 
companies. New methods of 


presentation are expected 
soon. 


®New development in the 
U.S. is magazine advertise- 
ments that talk. They carry 
gramophone records which 
can be torn out and played. 


® More cake mixtures will be 
put on the market within the 
next few weeks. First out 
will be a special preparation 
for making shortcake. 


® Advertising battle between 
steam iron manufacturers 
will start soon. At least two 
more will challenge Hoover, 
whose advertising started 
just before Christmas. 


ROUND TABLE 


GUEST COLUMN 
by 
A. M. BRUCE 


sales and advertising manager 
TINTEX DYES LTD. 


estimable value of an advertis- 
ing agent together with his staff 
of experts. 

We have learned not to expect 
good copy to suit our very 
fastidious tastes unless we have 
supplied, in the first instance, the 
technical gen upon which the 
copywriter may rightly exercise 
his talent. 

We have learned that, although 
we can provide this knowledge, 
we ourselves cannot “copy write” 
—nor “lay out’”—nor all the 
thousand and one things our 
agents (John Haddon & Co.) do 
so well for us. Nor do we know, 
as they do, all about the best 
media. 


aK * * 


We have learned our own fail- 
ings and limitations and—alas! 
above ail—the limitations of our 
advertising allocation; that this 
must be properly apportioned to 
press, outdoor, exhibitions, etc., 
and that every penny must pull 
its full-weight. We have learned 
to be friendly, considerate, polite, 
and ever courteous in all our 
dealings with those who, surely, 
must be the world’s finest sales- 
men. We refer, of course, to 
all those most estimable people 
constantly endeavouring to assist 
us by offering space, ideas, 
special features, and “what have 
you”; those who tempt us with 
excellent propositions. . . . 

We have boned the general 
public appraise and assess the 
value of advertising, and that a 
great many folk are vitally in- 
terested in what constitutes, in 
their opinion, good advertising. 
In many cases they really 
believe they are = com- 
petent to judge the merits and 
demerits, and are occasionally 
very forthright and vocal. 

Over a quarter of a century of 
trading we have consistently and 
constantly advertised, and appar- 
ently ectively marketed our 
products, and now modestly pro- 
claim we are the makers of the 
world’s largest selling home dye 

From this it will be apparent 
we have learned the public are 
the final arbitrators and the 
volume of sales the criterion. 

Finally, the greatest lesson we 
have learned is: We have still a 
heck of a lot to learn! 
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FIGURES ARE 
.2 is 50 


(PORTANT 


from its sales to the ordinary golfing public 


GOLF monthly 


GOOD ALL ROUND 


Particulars and rate card shewing rates for black and white, also 
colour pages up to four colours, on application to— 

HEAD OFFICE 56 ANNANDALE STREET, EDINBURGH 7 

TELEPHONE EDINBURGH WaAVerley 1451-2-3. 


LONDON ADVERTISEMENT REPRESENTATIVE 
GEORGE JACKSON, CLIFFORDS INN, FLEET STREET, E.C.4 
TELEPHONE HOLborn 3611, 3612, 8062. 


ARENT 
Oe | WEY? 


GOLF MONTHLY has the largest certified 
sale of any Golf Magazine in the world, 
and is the only British golf paper which 
SEV T > » <. gives its certified figures to the Audit 
| Bureau of Circulations. 


JUST TO GIVE YOU AN IDEA—Golf Monthly now (men and women with money, remember) it 
prints over 10,000 copies per issue. is to be found in all Golf Clubs of any 
THERE’S A LOT MORE TO IT THAN THAT. Golf size, and in the better-class social clubs. 
Monthly has an enormous readership. Apart And _ it has (as any golfer can confirm) an 
exceptionally long life. 


For all sorts of products, from 
putters to piston-rings, GOLF 
MONTHLY is a first-class 
medium, It reaches people who 
matter, at a time when they are 
ready to relax and read. 
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Advertising Case History—42 


spaces. 


HE sale and hire of con- 


not sell machinery or equip- 


tractors’ plant of all kinds ment, 
for building, electrical and After the market condition had 
marine works, etc., had moved been analysed the advertising 
into a highly competitive schedule was cut to three major 
buyer's market. That fact P4Pers, space size standardised 


and advertising copy of an en- 
tirely new kind to the plant 
world put in hand. In order to 


combined with the heavy pro- 
motional activities of the big 
companies had served to 


. - ovide nm easy-to-re ber 
curtail the business of Cham- ptr the eoulean | wes eamaanad 
berlain Industries Ltd, “CI. Ltd.” and a _ logotype 


Serious consideration of the 
situation led to the conviction 
that the company’s advertising 
should establish it as an organ- 
isation which handled plant on 
a large scale and was able to 
supply it quickly and in the 
same quantities as their com- 
petitors. 

In other words, the cam- 
paign had to build a name and 


designed which was common to 
all plant promotional material. 
he vertising, designed to 
establish the name of the com- 
pany, centred around the slogan 
“We carry baby” and 
humorous, human-interest scenes 
were illustrated to obtain good 
attention-value, Contrasting as 
it did with the general 
of advertising in the papers 
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How humour boosted 


building plant sales 


A highly competitive market had developed in the field of contractors’ plant supplies. 

This is an account of how a firm made a lot of headway in these conditions by 

changing its name and skilfully advertising supplies and services in carefully 
planned 


Business for Chamberlain Industries Ltd. went 


ahead remarkabl 
their “We carry the 


scheduled, the slogan provided a 
logical association between the 
body matter and the illustrations. 

A series of three advertise- 
ments was scheduled to cover a 
period of one year on a fre- 


C.l. fo 
PLANT. HIRE or SALE. See page... 


Small “teaser” advertisements 
were employed to draw attention 
to advertising on other pages. 


quency of one a month in each 
paper. Small “teaser” spaces 
were also booked which drew 
attention to the new advertising 
on different of the papers. 
In addition to this, the C.L. | 
type was featured in the classified 
vertising and in all mailings. 
The actual advertisements were 
also reproduced as blotters for 
inclusion in catalogue mailings. 
Although the scheme of the 
campaign is essentially cumu- 
lative and name-building and 
has been operating for only a 
few months the clients have 
reported to T. B. Browne Ltd., 
who have handled the advertis- 
ing, that the results have already 
been good. 
Whereas the plant market has 


SOUTH EASTERN CHATHAM 


GAZETTE OBSERVER 


MEAD OFFICE: MAIDSTONE 3388 


LONDON: 80, FLEET ST. 


bel | 


Although the 


we carry the baby 


“we carry the baby” 


ollowing the opening of 
by” advertising approach. 


Humorous scenes were intro- 
duced into the advertising to give 
it greater attention-value. 


remained the same generally, 
C.l. Ltd. have acquired a greater 
share of it since the start of 
oe campaign. Another interest- 
feature is that these success- 

fu foam were achieved without 
rise in advertising 
appsepeiation. 


That's wet another way of seyung 


we havc all the mdastral, budding, chetncal 


or apy other sort of plant 
you cubs possi geod 
Ask us for 2 10 Tom Matule Crane 
we have i. Ask ws for « Bulldever— 


we have Amd (he same gor: lor any 


up wa Tower Cranc We specialise 
mihem biting plant of 
sething plani, 


Thar’s what we're here for—to carry the baby 


ai the same & uw 


and help vow meet your plani needs 


| 


CHAMBERLAIN (MOUSTRIES LTO. 
STAFPA WORKS, STAPFA ROAD, LEYTON, LONDON ENO / 


advertising campaign for 


Chamberlain Industries Ltd. is essentially a cumulative and name- 


building approach the results have already 


been good. 
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Sill 


doubles it 


put 


$ page-size 


AND 
in ad. rates 


no change 


4 a ee eee EE 


BIG NATIONAL 
ADVERTISING WILL 
SUPPORT NEW FORMAT 


4-pages in two COLOURS 
available for first time 


Ever since it was first published as a pocket 
magazine in 1937, the size of LILLIPUT has 
remained unchanged although the number of 
pages has been increased from time to time. 
It is now felt that readers and advertisers 
alike would welcome a larger page area, and a 


close study of the market confirms this. As a 


result, commencing with the April issue 
(published 26th March, 1954), LILLIPUT 


tewe 
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will be going up to practically double its present 
page size (from 7}" x 5}” to 10” x 73”). 

Advertisement rates remain unchanged! And 
now, for the first time, }-pages in two colours 
are available. 

You will notice that the first issue of the 
new, bigger LILLIPUT is also the Easter 
issue—and Easter is always a peak selling 
period. It will be supported by an exception- 
ally heavy national advertising campaign. 
Sales are expected to reach new record levels, 

The latest copy date for the April issue is 
March Ist. So if you wish to come in, and 
have not yet booked space, remember—there 
isn’t much time. 

For the fullest information about the new, 
bigger LILLIPUT please ring Jack Blanche, 
Advertisement Manager, 43-44 Shoe Lane, 
London, E.C.4. Telephone: CENtral 7400. 


# NET SALES, JULY-DEC. 1953; 200,426 
(Subject to A BC confirmation). 
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Adwertising ama 


the Imwentors’ Club 


For many years the horseless carriage was 
confined to wealthy eccentrics and serviced 
by blacksmiths. 

Only mass production following on a gradual 
mass demand made possible the lower prices 
which brought motoring to the millions. 

The shortest bridge between invention and 


big-scale demand for the product is advertising. 


Without advertising, production increases very 
slowly and many inventions would probably 
not be developed at all. 

Advertising is rarely an uncompensated extra 
cost which raises the price of goods. On the 
contrary advertising, by creating popular 
demand, makes possible the big-scale produc- 


tion which brings prices down. 
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Issued by the 
Daily Express 
in the interests of 


British Industry 


iKBdwertising 


mew rns 


better Zzoods 


for more people 
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Americans are thirsty people— 


and create a big market 


MERICA seems to be 
going over to a liquid 
diet. Statistics show that the 
sales of all beverages are going 
up and up and it is difficult to 
find any liquid which is losing 
appeal. Frozen fruit juices 
are making great strides, their 
consumption having risen from 
0.8 to 6.5 lb. per person since 
1938 while the intake of 
ordinary fruit juices has 
jumped from 3.8 to 13.9 Ib. 
per person in the same period. 
This growing popularity of 
fruit juice has not, however, 
upset the bottlers of carbonated 
soft drinks for their sales con- 
tinue to boom, per capita con- 
sumption since 1938 having 
nearly trebled from 65 bottles 
per year to 175 bottles in 1952. 
And the bottlers confidently ex- 
pect the 1953 figure to be very 
near the 200 bottles per person 
mark. 

During the same period, the 
American consumption of coffee 
and milk has been increasing al- 
though not so rapidly. Coffee 
consumption is up to 16 lb. per 
head from 14 Ib. and milk is up 
from 330 Ib. to 352 Ib. Tea 


By dint of 
tive advertising the Tea Council 
of the U.S.A. have succeeded in 
stopping the downward trend in 
tea consumption and have started 
it moving upward. Shown here 


rsistent and effec- 


is Anthony Hyde, executive 
director of the council, standing 
before a_ poster bearing the 
slogan “Take tea and see” which 
forms the theme of the current 
campaign. The council is 
convinced that a vast potential 
market exists for tea and that 
advertising can bring it into 
existence. 


In this survey of drink (both hard and soft) advertising in the 

United States, KENNETH LESLEY, who recently returned 

from an American soft drink bottlers’ convention, draws attention 

to the trend towards quick frozen juice concentrates and away 
from tap water. 


consumption has also much in- 
creased. 


Does this mean that Americans 
are going off hard liquor? 
Statistics indicate the reverse. 
Beer consumption in 1938 was 
12.3 or per person—to-day 
it is 17 gallons. les of whisky 
and gin also show substantial 
gains. Possibly there is less plain 
tap water drunk to-day than pre- 
viously; no statistics are avail- 
able, even this is doubtful, 


‘ 


Selling The Beer | 
beer advertising in the United 


States has recently been cited 

the “Morning Advertiser.” 

Miller Brewing Com- 

, it has me pointed out, 

fs carrying on three separate 

advertising campaigns to 

appeal to three distinct 
audiences. 


7 


The largest of these pro- 
>motions involves full-colour, | 
full-page advertisements in 
12 national magazines. 
features the ) me of 
uct and lines run 
‘Traditionally the finest.” 


The ee runs 
copy such as“Everyone has his 
own favourite pastime. ... In 
beer too there is one favour- 
} ite and to many that favourite 
4is Miller High Life.” In this 
}campaign a wide variety of 
hobbies are featured. The 
4¢third campaign is directed 
entirely at men and employs} 
the headline, ““There’s only‘ 
4one favourite.”’ Fishing tackle, 
ns, Rw club rooms are 


for visitors returning from the 
States all comment on the large 
uantities of iced water drunk 
there both with and between 
meals. 


The increase in population and 
the longer expectancy of life to- 
day in America do not account 
for the greater liquid intake for 
all the Roose quoted are on a 
a capita basis. But it must 

e 


remembered that personal in- 
comes are considerably higher 
than in 1938 and that to-day 
there are five times as many 


The kind of ad- 
vertising that has 
Schwept America. 
Commander’ Ed- 
ward Whitehead is 
here seen striding 
down the red car- 
pet in a somewhat 
squashbuck- 
ling manner, deter- 
mined, cost what 
it may, to beard 
the United States 
on behalf of his 
company’s pro- 
duct. As _ he 
pointed out in his 
Guest Column 
article in last 
week's “ Adver- 
tiser's af ne 
(page 61) a “forth- 
right, bold, am- 
bitious and origi- 
nal approach is Me. 
indicated” for ad- 

vertising in the 
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families with incomes over 
$3,000 as compared with 1941. 
It is also reliably stated that real 
consumer buying power has in- 
creased 39 per cent since 1940. 


That, then, must be the 
answer. With greater buying 
power, the Americans are buying 
more and more liquid refresh- 
ments, be they fruit juices, soft 
drinks or hard liquor. ° 


Beer sales unaffected 


This interesting trend should 
allay some of the fears 
apparently held by certain 
brewers and publicans in this 
country that the greater competi- 
tion expected within our own 
soft drinks industry as a result of 
sugar derationing may affect beer 
consumption. The ever-increas- 
ing intake of soft drinks in the 
States has not stopped the in- 
crease in their beer sales. 

The phenomenal growth of the 
frozen fruit juices including the 
more recently introduced quick 
frozen juice concentrates and 
powders is causing very little 
concern among the bottlers of 
carbonated soft drinks. Bottlers 
consider that the frozen juices 
will compete chiefly with the 
canned fruit juices which have 
for so long been the popular 
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7 1 new Bee 


breakfast drink in the States. It 
would certainly appear that when 
an American family has a jug 
of reconstituted fruit juice made 
from the frozen concentrate or 

wder in the refrigerator, the 
iddies may well help themselves 
to that instead of running out 
for a bottle of their favourite 
soft drink. 

The bottlers, however, are not 
particularly worried. Instead 
they are extremely interested in 
some recent figures which show 
that, despite the fact that soft 
drinks consumption has almost 
trebled in the last 15 years, only 
between 60 and 70 per cent of 
American families buy bottled 
soft drinks. This has been 
accepted as a challenge and the 
bottlers are now going all out 
to convert the remaining 30 to 
40 per cent. 


Leading advertisers 


Soft drinks have for long been 
among the leading advertisers in 
the States and to-day all the 
leading brands are making ex- 
tensive use of newspapers, maga- 
zines, TV and radio, together 
with a vast amount of poster and 
point of sale blicity. Still 
ahead of the field is Coca-Cola, 


@ Continued on page 122 
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et concerning drink sales 
break down into the following 
. three basic facts: — 
@ Consumers are taking more 
. than ever of all kinds of 
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THE KENNERLEY EDWARDS ORGANISATION 


AND 


Public Relations 


PUBLIC RELATIONS IN INDUSTRY IS THE 
INTERPRETATION OF THE ACHIEVEMENTS OF A COMPANY—AND ITS STAFF— 


IN THE SERVICE OF THE NATION’S ECONOMY 


I, is the privilege of the Kennerley Edwards Organisation to interpret these 
achievements on behalf of a representative cross-section of British, Dominion and 
Oversea Industry and Commerce. 

This responsible task is accepted and carried out in a responsible spirit. 

The Kennerley Edwards Organisation welcomes enquiries about its work from those 
in Industry and Commerce who feel that their operations should be made more widely 
known. The Managing Director will be pleased to deal with such enquiries personally. 


KENNERLEY EDWARDS 


and Associates Ltd. 


ADVISERS IN PUBLIC RELATIONS TO INDUSTRY AND COMMERCE 


313 Brompton Road, London, S.W.3 
Telephones : KENsington 8292/6628 


Representative accounts include : 
Light Mctals—Fabrics—Wines—Spirits—Building Materials—Food-—Holiday Resorts—Perfumes 
Cosmetics—Haute Couture—Paper Mills—Adding and Calculating Machines—Publishing— 
Television and Radio Receivers. 
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ON THE TRAIL 


... then EDMONTON 


is your GOAL 


The capital city of Alberta, EDMONTON, 
is Canada’s fastest growing market. It is 
a vibrant new Edmonton—entering a new 
stage of manufacturing activity soundly 
based on vast reserves of raw materials 
and a well-established distribution centre. 


Already 50 new industries have located in 
this fast growing market. Furthermore, 
Edmonton is the centre of a rich, healthy, 
productive agricultural area, in itself an 
800 million dollar industrial giant. 


Latest figures released show that Edmon- 


ton’s average 


weekly pay envelope is 


$58.98. High Employment at High Pay 
Means There’s Big Business in Edmonton! 


For full particulars of this prosperous mar- 
ket please communicate with our London 


representative, 


Mr. F. A. Smyth, 34-40 


Ludgate Hill, London, E.C.4. City 2784. 


advertise in 


THE EDMONTON JOURNAL 


ONE OF THE 7 SOUTHAM NEWSPAPERS 


THE OTTAWA CITIZEN 
THE WINNIPEG TRIBUNE 
THE EDMONTON JOURNAL 


THE MEDICINE HAT NEWS 


@ THE HAMILTON SPECTATOR 
) THE CALGARY HERALD 


THE VANCOUVER PROVINCE 
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| © AMERICANS ARE THIRSTY PEOPLE -continued 


paigns for Florida 
citrus juices are 
annually centred 
round the choice 
of a Citrus Queen. 
Winner of the last 
contest is second 
| from the right and 
the lady visited 
this country and 
the Continent last 
summer to boost 


the product. 


Advertising cam- 


although coming up fast in many 
areas is Seven Up, whose adver- 
tising is noteworthy. Their cur- 
rent scheme is a joint campaign 
with the Popcorn Institute, both 
concerns using the same series 
of illustrations in their advertise- 
ments in newspapers and maga- 
zines and also on their point of 
sale material. These illustrations 
show how well popcorn and 
Seven-Up go together and the 
tie-up between a branded soft 


Points for 
‘ advertisers ; 


: 
¢ Those now advertising in 
| [the United States or intending 
to do so in the near future 
(particularly those with an in- 
4 terest in the beverages mar- 
+ket) should note the follow- 
ing:— 

®@ Intake of ordinary: fruit 
; juices has risen from 3.8 | 

to 13.9 lb. per person‘ 

since 1938. t 
® Bottlers confidently expect ¢ 
? that the average per 
‘ capita consumption of+ 
4 carbonated soft drinks } 
‘ last year was around 200 
bottles. 


, 
| © Beer consumption per} 
> 
7 


person in 1938 was 12.31 
gallons. To-day, the rate] 
is running at about 17 
gallons. More whisky and 
gin is being drunk than] 
ever before. 


7 
. 
It should also be borne in} 
4mind that the potential mar-? 
ket for tea in America has 
been reliably estimated to be 
much greater than it is now.? 
To boost sales of tea a lot 
| Jof research work is going for- 
| ¢ward to develop a tea vend- 
} ing machine. ; 
‘ 


| drink and the $375 million pop- 
corn business is bringing g 
results for both commodities. 


A new development in the soft 
drinks market in the States is 
the advent of the sugar-free low- 
| calorie beverages. The adver- 
| tising for these, which stresses 


the health angle, has been 
directed to the very many 
weight-conscious Americans and 
has built up the sales of these 
dietetic drinks. The market 
created for these special drinks, 
which retail at a higher price 
than the normal soft drinks, 
represents additional soft drinks 
sales and in 1953 it is estimated 
that some 12 million dozen 
bottles will have been sold. 


The Schweppes method 


No commentary on trends in 
American drinking habits would 
be complete without a reference 
to the way in which Schweppes 
have popularised the drinking of 
gin and tonic. Having built up 
a sizeable demand for their tonic 
water at the high price which 
Was necessary when it was im- 
ported from England, Schweppes 
entered into an arrangement with 
Pepsi-Cola and as a result 
Schweppes are now manufactur- 
ing the syrup for their tonic 
water in New York. The syrup 
is sent to Pepsi-Cola factories 
where the tonic water is then 
produced and bottled. In this 
way the price of Schweppes on 
the American market is now 
more competitive. 

The Schweppes advertising 
campaign was launched in May, 
1953, using full pages in the 
New York dailies and in leading 
magazines. The first copy used 
carried a large photograph of 
the “Schweppesman Extraordi- 
nary,” Commander Edward 
Whitehead, a distinguished-look- 
ing gentleman with a beard, 
striding down the red carpet from 
a B.O.A.C. Stratocruiser at New 
York airport. He wore a smart 
English-cut overcoat and Hom- 
burg hat, carried a tightly rolled 
umbrella and a brief case, and 
the caption used was “The man 
from Schweppes is here.” This 
immediately attracted the atten- 
tion of the American public and 
in all subsequent copy the 
bearded Commander Whitehead 
was always to be seen somewhere 
in the picture. As a result, he 
has become a universally known 
figure in the New York area. 
Moreover, the gin and tonic 
habit has caught on in _ the 
Eastern States and sales of 
Schweppes tonic are booming 
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INTRODUCING... g in ia} % 


a new V2 outdoor advertising medium 


Sits, A 
- yey , 4 
Screen Sites 


The latest and finest form of outdoor film publicity 


~ 


Bis $ For the first time in the world screen srres have adapted rear- 
ig Screen Ads. 5 oe | ang 
; projection, with certain exclusive modifications, for use in 

in colour or B & W advertising. Large screens, about 6 ft. x 8 ft., prominently placed 
and easily viewed from the street even in full daylight, 

From Films, Filmlets or Slid isers’ i 

8, es will show advertisers’ announcements in monotone or full colour 
—moving or still—5o0 times a day and seven days a week. 

x 50 shows a day — Films or Filmlets produced for normal cinema showing can be 
7 days a week used for outdoor screening on screen sires, This new 

advertising medium brings outdoor publicity to life. It is equally 
suitable for national campaigns or local advertising. 


First Sereen Site 


Now showing in the heart of London’s West End 


At 16/17 Coventry Street, Piccadilly Circus, London, W.1 
(facing down Haymarket) the first screen srre is already carrying 
the announcements of many famous national advertisers. 
From 12 noon—midnight, 7 days a week this arresting, 
compelling, action-getting outdoor publicity is reaching 100,000 
viewers per week at a rate of 2/- per thousand for Films 
and 1/- per thousand for Slides. 
Other screen srres will shortly be erected in selected provincial towns. 


For further particulars and details of exhibition rates write or phone : 


Screen Sites 


16/17 COVENTRY STREET, PICCADILLY CIROGUS, LONDON, W.1. TEL: GERRARD 5187/8 
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Enlargements 


Most of the really 


good ones are made 
by Autotype produce only work of the highest 
standard and have been doing so for many 
When the need arises — and it 


years. 


often does —they work quickly, too. 


Black - and - white 
or Sepia 


enlargements are available in all 


sizes up to 80 sq. ft. in one 
piece —- no limit to the num- 
ber of pieces or the number 
of enlargements, They can 
Colour be supplied unmounted 
enlargements or mounted on card, 
are doubly effec- hardboard, plywood, 
tive, = Amotype glass or textiles. : 
artists are the ack- 
ductions of any subject. 


Working from black-and- 
white or colour originals 


last word in static pictures. , 


* 


nowledged experts 


for true-to-life repro- 
in oils or water colours they 
secure results which yield the 


Transparencies 


are enlargements on special material Co) 
in black-and-white or full colours 

cemented between glasses. Illuminated 

from behind in a light box they go on 

working day and night. Particularly 

effective in shop windows after closing time. 


of course 
Our illustrated folder,“Are you interested in giants ?”, and 1934 
price list, may give you some inspiration. Ask for copies. 
THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, 
WEST EALING, LONDON, W.13. EALING 2691!-2-3 
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The Swiss market—a first 
rate testing ground 


brief survey of 


This Swiss 
the fact that the market is highly 


prosperous. Self service retailing is developing fast. 


Te THE British exporter 
the Swiss market must 


represent at once a temptation 
and a challenge. There is 
wealth and enviable stability. 
There is also, and inevitably, 
the severest competition. 
Three facts are worth noting 
at the outset :— 
® General living standards are 
at least as high as those in 
the United States. 
® Since 1948 the cost of living 
rose by only five per cent. 
For the rest of the Western 


SWITZERLAND 


world (excepting Belgium 
and Western Germany) for 
the same period the rise 
was between 10 and 40 per 


cent. 
® Accordi to the Swiss 
Federal for Industry, 


the average yearly income 
of labouring families has 
been running at 10,660 
francs (about £870). 
Concerning the  spen 
habits of the families investigat 
on the latter point, it was found 
that one-third of the income was 
, ore on food. Expenditure on 
clothing ran to 1,090 francs, on 


a. 


Gottlieb Duttweiler, styled the 

“most dynamic citizen of Swit- 

zerland,” recently opened the 

“Migros Market,” claimed as the 

largest self service store in 
Europe. 


insurance 1,170, and education 
and leisure 780. 

Best known for its tourist 
industry (one diligent United 
States newspaper has computed 
that, in 1952, tourists drawn 
from all nations spent a total of 
9,624,961 nights in Switzerland, 
including 875,626 by Americans) 
the country in focus has a highly 
efficient industrial capacity .. . 
as a matter of absolute necessity. 
For, despite intensive agricul- 
ture, Switzerland cannot produce 
sufficient food for her population 
and it is only by the processing 
of foreign raw materials and the 
exporting of a proportion of the 
finished goods produced, that she 
can pay for the additional food- 
stuffs and other consumer goods 
which she requires. So _ the 
potential trader with this tradi- 
tional neutral nation will find 
the trading climate anything but 
isolationist. 


Small and valuable 


Although the Swiss market is 
not large (in terms of population 
about half that of Greater 
London—in terms of buying 
power somewhat more) it is 
steady. It also provides a first 
rate testing ground for British 
g in open competition with 
the best that the world can offer. 
Having a currency freely inter- 
changeable with all foreign cur- 
rencies including dollars, Swit- 
zerland can and does import the 
best goods available at the right 
price, irrespective of the country 
of origin. 

Within such a competitive 
setting the importance of adver- 
tising becomes supreme—and 
advertising in Switzerland means 
press advertising. While one 
cannot speak of a national press 
in terms of mass circulation, 
quite a small number of publica- 
tions can adequately cover the 
better-off sections of the popula- 
tion which are those of prime 
interest to most British exporters. 

In this connection the Neue 
Zurcher Zeitung is of signifi- 
cance. There are three editions 
—morning, mid-day and evening. 
Approximately 10,000 copies of 
the circulation go outside Switzer- 
land. On certain days of the 
week, the circulation reaches a 
figure of approximately 100,000. 
The journal has several supple- 
ments during the course of the 
year; two fashion supplements, 
special technical supplements and 
specialised supplements such as 
aviation, etc. 

Recent surveys have disclosed 
that the Neue Zurcher Zeitung 
covers between 85 and 98 per 
cent of the leading lities 
in German-speaking Switzerland. 
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YOUR 
STORY 


makes News 
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EDITORIAL SPACE is not for sale. But you can 
get it free if you have a good story to tell. How 
do you tell your story? By hand-outs?... Often 
too general. Through Press conferences? ... You 

can't hold one for every story. By sending a spec- 
ial article to every paper’... Most uneconomical. 
YOUR STORY, Britain’s first public relations 
magazine, is the answer. Mailed free to over 5,000 
editors, the magazine contains illustrated synopses 
of articles from all branches of industry and com- 
merce—articles that are important, colourful, gay, 
human, orsimply good, hard news—worth reporting. 
These articles are offered for free reproduction. 
Each synopsis has a note on the total number 
of words and illustrations available. Hard driven 
editors can therefore assess the value of a story at a 
glance, determine their own angle and then—request 
the complete article. This method saves their time 
and your money, 

The publishers maintain a qualified editorial staff 
to assist—if so required—commercial and industrial 
organisations in the preparation of suitable features. 

The current issue of YOUR STORY has just reached Editors. 
Write to us for a copy. 
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is produced by the publishers, PERRY PRESS PRODUCTIONS LTD. 
in conjunction with their associate Public Relations Company, JOHN WYNN 
& PARTNERS LTD., both of Standbrook House, 2-5 Old Bond Street, 


London, W.1. Telephone : GROsvenor 8346 (PBX). 
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> 
CARNARVON 


@ HARLECH 


@ DOLGELLEY 


COLWYN BAY 


The map shows the main 
circulation areas of the 
DAILY DISPATCH 
and (shaded) of the 
EVENING CHRONICLE 
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lo Bhe sales of two progressive newspapers 


jovering a vital and prosperous market! 


spies coreteanehanias 
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foe, 450,853. 264,662 


437429 295,938 
436,722 | 245,880 


You cannot cover Manchester and 
the North-West without these papers 
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§ British Guiana has been in Review of House Organs The text is reproduced from 
si the news let us have a typewriter script, but they 
i look at the conditions in which 


might have used the _ best 
a British editor in Georgetown 


office typewriter instead of a 
has to work R. L. Arthur How an agency tackled a worn old machine which gives 
is an agency executive in an uneven, blotchy appearance, 
i with eve cap. A a batter. 
Georgetown. Five years ago nell aged dong . 


—_ . > “ 9 
There's no need to be mucky 
os folk Gee ectosed coeaaee. -. Magazine in Cutens. .. 2 ee 
of Charles W. Hobson, 


and 
confesses to quite a shock 


The numerous half-tones have 
when he landed in the only 


In his monthly survey BRIAN HILTON notes a pro- printed very well—so well, in 
duction from the only British possession in South America which, fact, 


that a big photograph on 
British possession in South typographically, is better than some house organs issued over the cover could be far more 
America. And | can very well here. e also urges editors of such journals to take chances attractive than the corny line 
. believe it. because there is ample evidence that in journalism courage drawings that have been used. 

if He found an isolated British pays dividends. * s * 

a community to which new ideas ; 

i, filter slowly from the U.K. or ‘'% typographically a good deal bronze blue and yellow for half- The second issue of Radiac 

at the States. Complete type fami- etter than some of the thousand tones, he rings the changes with Times (Radiac shirts) maintains 

~ lies, he writes, are completely 0F 90 English house organs. It a series of duotones in various the rigour of number one, and 

ee unknown and type is bought in — on pe germ unity. colour balances that give variety contains a lot of material useful 
a fount or two according to the am asked my opinion of the to his pages without an artistic to dealers. I would, however, 
whim of the manager or fore- half tones. They are poor—but jangle. like to see it looking more the 
man. (Such conditions may not then so is the surface of the * * ° 


work of an editorial man than 
Still on reproduction... the 4m advertisement visualiser. For 
folk behind the production of ™y taste it smacks too much of 


afflict Charles W. Hobson’s typo- P4per. 1 suggest a coarser 
graphers, but they do exist in screen. Mr. Arthur suggests 
small towns even in this Sing contact prints instead of 


: Aer Sceala (Aer Lingus staff ®% portfolio of advertisements, 
r country.) enlargements from which to journal) confess to some qualms and would benefit by a more 
ie The craftsman may reasonably ™ake his blocks. 1 doubt about the appearance and lay- conventional editorial layout. 
be upset by having to confine Whether that would help. Re- out of the magazine, reports * * % 
himself to the type choice of a touching would help, and is public relations officer David 
hick comp; but + should con- ™ore easily done on bigger Hayes. If you know Peter Painter, 
sole himself with the thought Prints. Their qualms are not unjusti- managing director of E. 
that what really matters is the * * * fied, although there is nothing Howard Ltd. (Autobrite and }- 
reaction of the words he prints wrong that a little care won't in-One oil) you wouldn't expect 
on the people for whom they If Mr. Arthur does a good put right his firm's house organ to be con- 
os are written, and not the sneers job with indifferent materials, For reasons sentimental and ventional. And you are not 
of the London typographer with the editor of Power to Spare economic they decided not to going to be disappointed. 
the whole of the Layton cabinet (Oldham & Son, Ltd.) makes full print a “glossy,” but to do the Mr. Painter is one of the most 
to go at. use of the better materials at 


whole thing themselves and keep experienced showmen in the sell- 
As a matter of fact, Pepperpoit, his disposal. /t is simply a__ it in the family 


staff magazine of Bookers Stores, matter of imagination. 


So it is printed ing game. Like Phineas Barnum, 
Using on an office litho machine. he doesn’t care much what people 


227,916 net sales to women wanting to buy 


and only £204 a page 


he Only women read Stitchcraft. 
And women buy it for only 


one reason, They are looking for 
something new for themselves, for their 
families, for their homes. That is why 
Stitchcraft pulls so extraordinarily well—every 
single copy ! At £204 a page it is astonishingly 
cheap for a specialised readership of over 800,000 women. 


Latest ABC figures January 
to June 1953, show over 6". 
increase in Stitchcraft sales. 


sue 


titchcraft sales are going “pe 


yey 


ABC Net Sales 227,916 copies a month T IT TC 
Type area 8)" x 6". £204 page. LC 


Advertisement Manager, S. H. BOWDEN, Stitchcraft Limited, Great West Road, ay Middlesex. Telephone EALing 6283 
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say about him so long as they 
say. So if some people say they 
think his new house organ is un- 
dignified, that won't worry Mr. 
Painter so long as they say it 
often enough and loudly enough. 
But what Know How lacks in 
dignity it makes up for in plain 
brass tacks. A lot of shopkeepers 
who sell] Howard's two lines are 
going to like this tailpiece: 
“We know what we want— 
but what do you want?” 
“Just like you we are in 
business to make money and 
what we want is orders, orders 
and more and bigger orders. 
However, this little sheet is 
put together to help you as 
well as give us an opportunity 
to express our views. Any con- 
structive dope we can get from 
you people who are in the 
field will go in from time to 
time. New selling ideas, 
wrinkles on new approaches, 
even some of the latest yarns 
so long as they are really 
funny—everything will be ac- 
ceptable—AND PAID FOR 
ON PUBLICATION!” 
“Let's hear from 
quickly!” 
Know How is produced on a 
duplicator. It is vulgar, vigorous 
and vivid. Its pictures are crude, 


you— 


The current issue 
of “ Trans porta- 
tion,” the maga- 
zine issued by the 
Goodyear Tyre & 
Rubber Co. (Gt. 
Britain) Ltd., car- 
ries a page of pic- 
tures Of visitors 
who have recently 
toured the factory 
with operatives 
giving the facts 
about their jobs. 
News is also given 
that the poem “The 
Driver's Uf,” writ- 
ten by Leslie A. 
Gibbs, manager of 
the legal 
insurance 

ment, has been 
issued as an illus- 

trated poster. 


its language slangy—but you 
couldn't possibly forget that you 
had seen it, nor could you ignore 
its plain horse-sense. re aren't 
many house journals like this in 
the country, and 


room for this one if only to 
show how effective this kind of 
business journalism is when it 
is done with conviction. 

2k a * 

Two other new journals have 
recently made their appearance. 
One is Vidor-Burndept Maga- 
zine, the other Expression (Wm. 
Press & Son Ltd., civil engineer- 
ing and public works contrac- 
tors). Both are quarto magazines 
of the conventional type. 

It surely must be the aim of 
every editor to give his journal 
a distinctive character; whether 
it is to be dignified or lively is 
a matter of choice. To some 
extent every editor must take a 
chance; he must not play too 
safe. | recognise that editors 
are not entirely their own 
masters, but they can produce 
plenty of evidence that in 
journalism courage pays off, and 
they should fight for distinctive- 
ness. A little more vigour would 
make both these magazines more 
interesting. 
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A free 


and | 
depart- | 


| 


maybe that’s 
just as well—but there’s certainly | 


TTENDING the recent “biggest-ever’ sales conference of the — 
Transparent Paper Group of companies were, left to right: | 
J. Pickering and J. Wright of Pickering & Sons Ltd., John Brow oj 


J. C. Brow Lt 


Mackinnon and Hay. 


d., J. W. Mackinnon and Robert S. Thoms of | 
' 
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advertising site 


just where she 


enters the shop 


ADVERTISING RUBBER MATS 


Advertising Managers with a sales problem on their 
mind would do well to consider these last minute re- 
minders at ‘point-of-sale’. Redfern Advertising Rubber 
Mats are welcomed by shopkeepers as part of the 
furnishing of the premises. They can carry. your 
slogan, trade name or mark in any variety of colours ; 
they wear so well that they will always be left on dis- 
play ; and the site is a free and permanent one—gladly 
given by the retailer. 


REOFER RH’ 
HATIONAL ADVERTISERS’ 


T.P.418 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


Write for folder ‘Are you 

using these FREE advertis- 

ing sites yet?’ It gives com- 
plete details and examples 
in colour of these perm- 
anent ‘point-of-sale’ re- 
minders. Perhaps they 
could help to solve 
your sales problem. 


timivresn 
~ CHESHIRE 
Arthur Upton Servue 
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Review of Poster Advertising 


Art 


v. 


glamour 


OW “ADVANCED” can 
a poster be and still con- 
vey its message clearly and 
comprehensibly to the masses? 
In a letter to ADVERTISER'S 
Week.iy designer F. H. K. 
Henrion puts in a plea for a 
more imaginative treatment of 
posters advertising consumer 
goods and further deplores the 
prevalence of “cheesecake.” 
This is a bee which has buzzed 
in my bonnet for years. There 
is no doubt that the more 
sophisticated sections of the 


desperately safe (and therefore 
dull) brand of sex-appeal which 
continues to hail them from the 
hoardings. Yet it is essential to 
remember that the public as a 
whole—male and female—like 
looking at pretty girls even if 
they resemble Sunday school 
teachers and perhaps, indeed, 
because they do; also that what 


public are sick and tired of that 
) 


This six-colour poster (40 by 25 
inches) about British breeds was 
designed for the Royal Insurance 
Company by J. Harrison, well 
known in agricultural circles. 
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By STUART LEWIS 


appears to case-hardened adver- 
tising people as just another piece 
of expensive full-colour artwork 
can cateh and hold the attention 
of the masses. 

The trouble about Les Girls 
of the poster world is that they 
seldom get a chance to work for 
their living or even come to life. 
How often do we see a young 
thing smiling sweetly and thrust- 
ing the product towards us with- 
out so much as a word or hint 
of recommendation -—pretty 
enough in a conventional wa 
but as dumb as a waxwo 
figure? How often do we wish, 
in common with thousands of 
customers, that some genteel 
glamour girl would pack up and 
go home to Mother? 

Surely cheesecake is only per- 
missible when naturally associated 
with the product as an active 
instrument of selling. 


More imaginative type 


What of the more imaginative 
type of poster referred to by 
Henrion? His own recent design 
for the G.P.O. and British Rail- 
ways urging the public to 
“Travel, Shop, Pest EARLY” is 
a good example. Although it is 
most unusual in composition and 
the two birds are nothing if not 
bizarre, it tells its story quickly 
and clearly. Furthermore it is 
designed to make people look, 
think, and more than likely 
remember. 

Is there any earthly reason 
why posters of this quality 
should not be produced for 
everyday consumer products? 
After all, the ple whom the 

i.P.O. and B.R. are addressing 
are the very same people who 
buy packets of soap and corn- 
flakes, drink bottles of beer and 
smoke cigarettes. 

It is odd indeed that the public 
services, who have maintained a 


A good example 
of the more 
imaginative ty pe of 
poster. Cheesecake 
has been eschewed. 


long tradition of good poster 
design and whose advertising 
must necessarily run the gauntlet 
of uninformed committees, 
should have failed by their 
example to put ideas into the 
heads of enterprising manu- 
facturers. 

There are of course a few 
commercia] advertisers who take 
poster art seriously, employ first- 


| Now why didnt 

hemember to stop at 

cq, Smithis ?. 
Fog’ | 


of 


ISSUED 6Y WH AMITH «4 SON 


Elephants are about again—this 
time in London Tube trains and 
performing on behalf of W. H. 
Smith & Son. Aren't they get- 
ting a bit too familiar? 


rate designers and give them a 
reasonably free hand. Murphy 
have used good work by Games; 
Olivetti, the typewriter people, 
are showing a striking and much- 
discussed design by Henrion; and 
MacDougall’s have introduced 
Savignac to this country. 

Let us hope that in 1954 
many more advertisers will 
tackle their poster problems in 
a let’s-have-a-go frame of 
mind. May they constantly 
remember that in advertising, 
more than in most things, to 
play too safe is to be sorry in 
the long run. 

* ca * 

AM not sure where or how 

the Royal Insurance are using 
their “British Breeds” ter. I 
am quite sure that when it is 
seen by farmers and country- 
lovers it will arouse sharp, 
bucolic criticism. 

The poster shows a decorative 
map of Great Britain divided 
into counties, giving breeds of 
British livestock and their popu- 
lation figures. Round the map, 
in the form of a border, are line 
illustrations of 58 different breeds 
of horses, cattle, sheep, pigs— 
in fact a pictorial encyclopaedia 
of British livestock. Since all 
insurance companies offer more 
or less similar terms, it is hard 
to think of a better way of 
appealing to countrymen than 
a a fascinating map of this 
ind. 

Fascination, however, turns to 
frustration; for the map is 


@ Continued on page 132 
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POSTERS make a brand name well known. For the brief 


message that makes sales through repetition there is no medium 
like poster advertising. Mills & Rockleys will be pleased to discuss 


planned poster advertising with you. 


MILLS & ROCKLEYS LTD. 


The Mills & Rockleys Area Poster Advertising Contractors - Administration: 21 Queens Road, Coventry 
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For sites worthy 


of your poster 


Consult 


Sheffields 


Publicity House, Cornwall St 
Birmingham 
Phone: Central 3784-5 


1 reo 
& ¥ 


PREDOMINANT 
WITH A COMPLETE COVERAGE OF THE MANCHESTER AREA 


SS ma oe Be 
MANCHESTER POSTER SERVICES“Lto°, 


27, 29, 31 Bootle Street, Deansgate, Manchester 2. 


Telephone : BLAckfriars 9211 (3 a 
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Added Value to your Posters 
with our 


Ornamental Gardens 


PADDINGTON 0186/7 


BILLPOSTING 
37 SPRING STREET, W.2 
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® ART v. GLAMOUR ~continued 


terribly confusing. The most 
ardent seeker after agricultural 
truth will find difficulty in deter- 
mining which beast belongs 
where. Furthermore, he will 
wonder why total Bm mee 
figures are given for the Scottish 
counties and not for the English, 
whereas the disposition of breeds 
is given for England but not for 
Scotland. 

What a pity that such a good 
idea went wrong. 
ca a ab 

T IS well known (or it should 

be by now) that appetite 
appeal is not created by yum- 
yum illustrations alone. In all 
forms of advertising it is neces- 
sary to make some positive, 
specific claim for the product 
whether verbal or visual. 

The new Bird’s custard poster 
(as distinct from the last one 
which suggested that even young 
children will eat rhubarb when 
dished up with Bird’s) merely 
relies on the time-honoured lick- 
ing of the lips. This time, thank 
goodness, it is not a human who 

tforms the symbolic salivation, 

ut a Toby jug. Even so, is this 
the kind of appeal which will win 
new devotees for Bird’s custard? 
Is it enough? 
aK bo ak 

N THEIR new poster campaign 

W. H. Smith & Son show an 
elephant with an armful of books 
and papers and a ribbon tied to 
his trunk. He is sitting in an 
Underground train and saying to 
a startled passenger, “Now why 
didn’t you remember to stop at 


Smith’s?” 
Although this is clearly 


reminiscent of a recent Lost 
Property 


poster for London 


DVERTISING aimed at 

lauding the claims of the 
nation’s holiday resorts is getting 
seriously into its stride. A 
double-crown poster designed by 
Pickersgill Publicity Service Ltd., 
for their clients, Mablethorpe 
Borough Council, is a first class 
piece of gay poster work. The 
silk screening was carried out by 
the Townend organisation of 
Pudsey. 


BIRD'S CUSTARD 


This new Bird's custard powder 
poster departs from the usual 
yum-yum approach to appetite 
stimulation. But is it enough? 
Will it be strong enough to win 
new addicts to the product? 


Transport which showed an 
elephant with a knotted tail 
(“Have you left ry be- 
hind?”) I doubt if the average 
passenger will connect the two— 
unless he unaccountably forgets 
whether he failed to buy the book 
at Smith’s or left it behind in 
the train. 

Incidentally Platignum pens 
used an elephant not long Ce 
and so, if I remember rightly, 
did the National Savings Com- 
mittee. Maybe it’s wise to lay 
off elephants for a while. 


RITISH Railways have re- 

cently issued this poster to 
advertise their services to the 
French and Italian’ Riviera. 
Colours are extremely bright and 
with grapes, wine and ye 
all about and a lonely bathing 
belle on the beach it is, in every 
sense of the word, a tasteful pro- 
duction. 
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The new Piccadilly display which gives a few natural history facts 
about a newly discovered part of the kingdom. 


Advertising a new county 


“ CGCHWEPPSHIRE,” a new 
British county, is now 
being advertised in Piccadilly. 
The advertisement takes the 
form of a huge folding map of 
“Schweppshire.” 

The map itself is animated, 
e.g., horses race on Schwepsom 
Downs, while furtive  bird- 
watchers in Schwepping Forest 
lurk behind the trees and watch 
the habits of the Little Stink. 
There are in all seven animated 
“features.” The map was in- 
spired, invented and designed by 

tephen Potter and Lewitt-Him. 

In order that Schweppes Ltd. 
could study the “spectacle” in 


all stages of construction, the 
advertisement was built on a 
completely private trial site and 
has been under constant super- 
vision for several weeks, during 
which time final adjustments to 
the mechanisms were made. 

During that time also, the dis- 
play as a whole was carefully 
studied and amended. 

The display was constructed 
for Schweppes by Dominant 
Sites Ltd., with the co-operation 
of Harris the Sign King Ltd., 
Fisher Brothers, Berkeley Elec- 
trical Co., Ltd, and H. W. 
Bassington Ltd. The production 
was directed by G. E. Webb of 
Dominant Sites Ltd. 


N® W neon signs now identify the main entrance of Birmingham's 


Grand Hotel and its “Cardinal’ restaurant. 


Both signs, made 


by Claude General Neon Lights Ltd., have been designed to suit the 
structure of the building. The main sign carries the hotel name and 


includes decorative features on the door pillars. 


The restaurant sign 


is a special box made to fit in place of an existing glass panel between 


the door pillars. 


This latter sign measures 6 by 4.5 ft. and carries the name on 


an expanded metal grille mounted on a glass panel. 


A matt white 


reflector lit by hidden amber tubing makes an effective background 
for the lettering. The words “The” and “Restaurant” are in ice biue 


tubing and the name “Cardinal” in pink. 


Y, Whereas to the layman's eye a Poster can 
“tiller seem to be everything that is desired, the 
highly qualified Poster Contractor can 


often detect some 


perience has taught him to guard against. 


The ‘pretty pretty’ 
vital appeal. The 


frequently be redesigned and prove more 


effectual. Sheldons’ 


in Poster Advertising can do much to 
enable advertisers to get the most out 
of their Poster Advertising. 


Have you had a copy of “ MAKING A 
POSTER”? Application on business note- 
paper will ensure a copy by return. 


Arty or practical 
YOUR POSTER 
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weakness which ex- 


picture often lacks 
ordinary poster can 


113 years’ experience 


SkKeldons It4 


SHELDON HOUSE, QUEEN STREET, LEEDS, 1 
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THE 1DEAL POSTER COUNTY 
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PHOTOGRAPHS 
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Largest Nat Sale in Kant 


KENTISH TIMES | 


The old established local papers for 

BROMLEY - SIDCUP - CHISLEHURST 

ORPINGTON - ELTHAM - DARTFORD 
BEXLEYHEATH ~- ERITH 


Average weekly Net Sales ABC 
81,825 
s/ ¢ inch 23/- as a 


Rate card and specimen copies on request from 
Head Office: London Office: 
Times Buildings Bank Chambers 
Sidcup 329 High Holborn, W.C.1 
Tel. FOOtscray 1155 (4 lines) Tel. HOLborn 2730 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 49,890 WEEKLY (A.B.C) 


London Representative: 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 


CANNOCK — 


ADVERTISER 


Covers the whole of 
CANNOCK CHASE Poputarion 


STAFFORDSHIRE | OVER 65,000 


STUDIO 
BRIGGS 


ARTISTS AND 
PHOTOGRAPHERS 


Phone : 
MUSEUM 


8434 
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_ Striding into their 
second centuries 


Repeat of the advertisement 
duty in 1853 led to the springing 
up of a legion of local news- 
papers—hence the crop of cen- 
tenaries now being celebrated. 

The mid-nineteenth century, 
with the advent of the railways 
to Derbyshire, brought a great 
upsurge in industrial development 

rticularly in the coalfield and 
in the iron industry. Hence the 
time was propitious for the birth 
of a newspaper in Chesterfield— 
the Derbyshire Times—which 
was launched in January, 1854, 
| by Francis Augustus Hatton, a 


Chesterfield printer and auc- 
tioneer. ? 
To mark the occasion, to- 


morrow’s (Friday's) issue is a 
24-page with an eight-page cen- 
tenary inset giving a review of 
the past century as seen through 
the columns of the Derbyshire 
Times and including some in- 
| teresting old photographs. 

The newspaper has always been 
one of the most progressive of 
the county weeklies and now 
leads the field with a circulation 
of over 82,000 per issue. It was 
the first penny paper in Derby- 
shire and one of the first penny 
weekly newspapers in the 
country. 

It is with the Edmunds family 
that one associates the growth 
of the journal to its present 
standing. Wilfred Edmunds 
joined the paper as a trained 
journalist in 1866 and later 
assumed full ownership. On his 
death in 1889, editorial control 
7 to his eldest son, W. 

awksley Edmunds, who re- 
mained editor until his death in 
1942—-he was twice Mayor of 
Chesterfield and also chairman 
of the County Council. 

Present chairman and manag- 
ing director is Gerald J. 

munds, a son of Wilfred 
Edmunds. Morton H. Edmunds, 
son of W. Hawksley Edmunds, is 
now editor and he and John F. 
Edmunds are also additional 
managing directors. The Derby- 
shire Times controls the follow- 
ing other weekly publications in 
the district: the Belper News, 
the Hucknall Despatch and the 
Bulwell Despatch (in Notting- 
hamshire), the High Peak News 
and the Buxton Advertizer and 
Herald. ts main competitor in 
Chesterfield and district was the 
Derbyshire Courier which was 
absorbed in 1922. 

as ok * 

ALSO CELEBRATING its cen- 
tenary is the Banbury Advertiser 
which started life under the awe- 
some title of Walford’s Banbury 
Advertiser, Miscellany, and Rail- 
way Guide. 


Founded by George Walford it 
remained in the family until 
1916, when a local printer, Ben- 


BY WILTON EVAN 


jamin Robert Morland, bought 
it. In 1935 a private limited 
company took over, with C. R. 
Webb and W. H. Russell as 
directors. 

The Advertiser has announced 
that it is intended to mark the 
centenary in suitable manner, but 
so far no plans have been made 
public. 

* * * 

IN A LEADING article on news- 
paper centenaries the Manchester 
Guardian stated: “The Sentinel 
has a sure place in the affection 
of North Staffordshire. It has 
also a sure place in literature. 
There is not a novel of Arnold 
Bennett's about the Five Towns 
that does not mention the Signal. 

“It is taken as an institution, 
as much a part of daily life as 
Duck Bank or Crown Sesuse 
the ‘Old Lady’ with ‘its mono- 
polistic sway over the opinions 
of a quarter of a million of 
people.’ 

“The Potteries would be incon- 
ceivable without it. Ownership 
has changed from time to time 
in the century; it is now part of 
a group, but that has not affected 
its local appeal or its hold.” 


CURTAINS CALL 


THE TITLE of a new play is 
“Ladies for Hire.” 

The Southend Standard is re- 
ported to have rejected an 
advertisement for the play as the 
wording was “unsuitable.”  In- 
stead they accepted an advertise- 
ment for “a new play.” 

The Southend Times, accord- 
ing to the theatre manager 
concerned, accepted the adver- 
tisement giving the title “without 
fuss.” 

a * 

A FORTNIGHT ago I mentioned 
that the Burnham-on-Sea Gazette 
and Highbridge Express had 
“grown up” to broadsheet size. 

The bigger paper had a good 
reception. Reprinting was neces- 
sary. Changes in make-up re- 
sulted in technical advantages at 
the works, so that earlier publica- 
tion has been made possible. 
Readers will benefit. The paper 
is now on sale early on Thurs- 
day afternoons, instead of Friday 
morning. 

* * 

QUERY DEPARTMENT. “Has any 
other Friendly Society, as distinct 
from the insurance companies, 
received such good positions and 
comprehensive write-up in a 
weekly paper of high repute?” 
asks Miss J. W. Wood, public 
relations officer of the Ideal 
Benefit Society. She sends me a 
recent copy of the Birmingham 
Weekly Post. The whole front 
page is occupied by a magnificent 
picture showing the Society's 
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Presentations at the annual dinner of Stamford Mercury Ltd. 


H. E. Dalton, 


Nellie Loveday, Arthur Hall, 


Left to right: 
Winfrey and 


S. H. G. Andrews. 


headquarters reflected in a lake. | 
A double spread inside is devoted 
to more pictures, and to a news 
story on the Society's achieve- 
ments in the shape of a diamond 
jubilee review. 

Miss Wood is elated. The cold 
fact, however, is that the story 
merited the treatment it received. 
The front page picture, for ex- 
ample, was among the finest I 
have seen for years. “Weekly 
papers of high repute” have won 
their position on the quality of 
their service, my dear Miss 
We 


The Kerryman’s use of green and 
gold, a reader sends me a recent 
issue of the Yorkshire Observer 
Budget, which carried red, puce, 
purple, gold, and blue. 

a ok 2k 


Two papers in the Berrow’s 
Group — Berrow's Worcester 
Journal, which claims to be the 
oldest newspaper in the world, 
and the Kidderminster Times— 
each carried eight-page agricul- 
tural supplements which gave an 
interesting survey of farming 
prospects for the year. 

Both carried contributions 
from local farming experts and 
on the features R. A. Engledow, 
the Worcestershire County agri- 
cultural offieer, commented: “A 
splendid effort which should 
interest and inform farmers and 
directly help with their many 
production problems.” 

* * cs 

NOTED in passing: 

The Newcastle Journal pub- 
lished in a front page box a 
letter from an advertiser who 
used a one-inch double-column 
space and confessed himself 
“absolutely amazed” by the 
results. 

Norman Wisdom tied up with 
a composite advertisement page 
in the Manchester City News. 
Obvious heading was—-Go Shop- 
ping with Wisdom. 

The Herts Advertiser assigned 
women reporters to tour the 
shops reporting on bargains in 
the January sales. Names were 
given. 

“Seeing is believing” was the 
caption for a picture in the West 
Sussex County Times showing a 
long queue outside a local shop. 
“This is the queue the advertise- 
ment drew” it was explained, 
the firm having advertised pre- 
viously in the County Times. 


PRESENTATIONS were made at 
the annual dinner of Stamford 
Mercury. Ltd, Stamford, at 
which S. H. G. Andrews, general 
manager, presided. 


P. Winfrey, managing 
director of the company and also 
of the East Midland Allied Press, 


of which Stamford Mercury Ltd. 
is a member, handed to Nellie 
Loveday, a packer in the general 
printing department with 36 
years’ service, a silver tea service, 


and to Arthur Hall, a linotype | 


operator with 33 years’ service, 
a wrist watch. 

Harry Dalton, circulation and 
advertisement manager, was also 
presented by Mr. Winfrey with 
a wrist watch in recognition of 
over 40 years’ continuous service 
with the company. 

Ke ok 


REVIVING a pre-war custom, 
the directors of Crusha and Son, 
Ltd. (proprietors of the “Big 
Three” Weekly Heralds) enter- 
tained their staffs to a theatre 
and dinner party. 


After seeing the afternoon per- | 


formance of “Love From Judy,” 
the company dined at the Chez 
Auguste, Soho, where Leslie B. 
Fielder, director-secretary, pro- 
posing the firm, said: 


“The House of Crusha is 


proud of its team. It has had 
92 years of success, and is still 
adding to its strength. May it 


further progress while remaining 


the happy family it is to-day.” 


A barometer was presented to 
compositor Jack Pask, one of 
employees, 


several long-service 
for 50 years’ loyal service. 


IN THE LIMELIGHT 


Much Has been written about 
technical advertising—and many 
of us have still a lot to learn 
Scotts (Bampton) Ltd. 
quarry owners, lime and stone 
one 
n advertis- 
ing magnesium lime in the Devon 
How? By 
utting their employees in the 


about it. 


merchants, can 
lesson. They have 


rovide 


and Somerset News. 


imelight! 


A fhotograph of them was 
published across six columns, 
captioned: “The firm with the 
I'll warrant this 
advertisement —- which  trans- 
doubt, all the 
techniques -— aroused 
One 
the sisters, 
cousins and aunts poring over 


reputation.” 


gresses, no 
accepted 
considerable loca 
can imagine all 


interest. 


Query : Do the sisters, cousins 
and aunts buy magnesium lime? 
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prosperous area of South- 
West Middlesex 
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HOUNSLOW 
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no need to pay excessive 
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letterpress printing 
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NEWS 
When planning an advertising ‘LASHES 
campaign in Southern Africa * woRto 
MAOKETS 
consult 
RITISH contractors have 
been invited to submit bids 
for the construction of four 
new radio transmitting stations, 
and for the expansion of 
facilities at Radio Ankara. A 
’ system of commercial advertis- 
ing is operated by the Turkish 
radio organisation. 
The importance of Turkey as a 
market for British goods is grow- 
n t — y. 
WSPAPERS LTD Shale Bein 
transmitters and complete studio 
24 Holborn, London, E.C.!. Tel. HOLborn 4144 installations (including all acces- 
os — > built so 
Adana, a rzurum. ey are 
Cape Town CAPE TIMES to be of 50 kW. ca ity, to 
CAPE TIMES WEEK-END MAGAZINE operate on the medium-wave 
band. The fourth station, at 
Durban NATAL MERCURY Ankara, is to be of 10 kW. 
SOUTH AFRICAN WOMAN'S WEEKLY one for operation on the 
ti VHF FM band All stations 
Johannesburg RAND DAILY MAIL will be “tarnbey” installations 
xpansion of existing facilities 
National SUNDAY TIMES at Radio Ankara includes add- 
SUNDAY EXPRESS & HOME JOURNAL ing a new wing to the present 
DIE LANDSTEM studio building, and the installa- 
SPOTLIGHT tion of additional and improved 
uipment. 
ron wa tailed technical specifica- 
— % | tions may be obtained from the 
Directorate-General of Press, 


ADVERTISING MIRRORS AND TABLETS 
DISPLAY STANDS @ HANGING SIGNS 
Line and half-tone designs in MIRROR-SILVER-PRINT 


Ask for quotations - 
Works: 
London Office: 
Phone: 


ADVERTISING MIRROR MANUFACTURERS 


PHOTOPRINTING 
ON GLASS 


POINT OF SALE AIDS. 


NOVOLOR LTD., 
Trading Estate, Bridgend, Giam. 


4 Carlisle Avenue, Londoa E.C.3. 
Royal 6828 (three lines). 


TAKE 
AND’ 
SEE 


RESULTS 
SAME 
DAY 


ferraniacolor 


FILMS 


FERRANIACOLOR is the latest and most thril- 

ling colour process ing rofessional and amateur 

photographers, yield: utiful transparencies in 

natural colours. eovasiavaler can be easily proces- 

sed by the user and results can be seen a couple of 

hours after making the So eee lo 4 is it 

necessary to wait several days, or 

are being processed by a —- - he, 
iacelor films a re available in 

Spe tt 4d. plan 3/1. P.T. oT Ueattae tho. ples 


in cassettes ( 
3.77) or 120 roll ie @ 9 id. plus 3/2d. P.T. 
For free bookiet: Lice Forvoniocstor Filer” cond @ 


Fes hein, been te te Th men WS 


Broadcasting and Tourism in 
Ankara, Turkey, against payment 
of 250 Turkish lira (about £31). 


Germany 
Representatives in the United 
Kingdom for the German textile 
trade journal Textil Zeitung are 
F. C. Urbach International Ad- 
vertising Ltd. 


Iraq 

A report on economic and 
commercial conditions in Iraq 
has been published for the Com- 
mercial Relations and Exports 
Department of the Board of 
Trade, The price is 2s. 

The report has been prepared 
by the Counsellor (Commercial) 
to Her Majesty’s Embassy at 
Bagdad, and covers the economic 
and commercial field—finance, 
oil, the Iraq Development Board, 


| trade, industry, agriculture, trans- 


port and communications, legis- 
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Turkey to extend 
the present 
radio system 


lation and administration and 
social questions affecting produc- 
tion and trade. 


West Africa 
Published by the Gaskiya Cor- 


poration of Nigeria, the fifth 
edition of the West African 
Annual has recently been 


issued. Consisting of 132 pages, 
there are 54 given to advertise- 
ments with many in colour. 
The publication of this annual, 
which has improved each year 
and is now larger than ever, is 


Cause for anxiety 
‘ > te eelGet comnts tel 
?unsatisfactory—on the con-j 
trary they are good; but they 
are not good enough. There 


cause for anxiety—and for 


this At 


i competitive—D. Heath- 
’ coat- Amory, Minister of State, 4 
} Board of Trade. ‘ 


of considerable = egy + in 
the training of est African 
printers, since no other medium 
of its class is printed in the 
territory. London Agents are 
C. H. G. Nida Ltd. 


South Africa 


London representatives of the 
South African Jewish Times 
have been appointed and are W. 
Horace Biggs Press Organisation 
Ltd. A member of the South 
African Audit Bureau of Circu- 
lations, the South African Jewish 
Times is an independently pub- 
lished weekly newspaper nes 
for all sections of the Jewis 
community throughout South 
Africa with a regular Rhodesian 
supplement. 


The main square 
in Ankara. Broad- 
casting facilities of 
Radio Ankara are 
to be increased by 
the addition of 
four new transmit- 
ting stations. Com- 
mercial advertising 
is operated in 
Turkey which is a 
market offering 
good opportunities 
for British traders. 
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UBLIC relations is the 
application of common 
sense and the human touch to 
the two-way communication of 
the sales message, or ideas, 
between supplier and con- 
sumer. 

It can be argued that advertis- 
ing is a part of public relations 
and that the dog is at present 
living on the back of the flea, 
but with a buyers’ market well 
and truly here again there is little 
time for airy speculation about 
what might have been. The hard 
facts of life must be squarely 
faced in a hard-selling world, 
and one hard fact is that public 
relations in Britain is still a small, 
somewhat luxurious feature of 
the marketing scheme. 

The Institute of Public Rela- 
tions is naturally anxious to 
establish itself and its business as 
a permanent feature of commer- 
cial and industrial life, and—it’s 
inevitable!—to gain recognition 
for its members as professional 
men and women. One method 
it plans to use to raise its own 
prestige is that good old standby 
the examination. And that is 
where the controversy starts. 

It has been assumed by the 
leaders of our organised PR men 
that successful accomplishment 
of an examination set for them- 
selves by themselves will give 
them greater prestige with poten- 
tial employers. Another point of 
view is that it is doubtful 
whether a dozen diplomas will 
help a man to get more publicity 
for any product or idea. 


137 


ADVERTISER'S WEEKLY 


PUBLIC RELATIONS 


The examination controversy 


However, a suggested examin- 
ation syllabus has been prepared, 
and comment has been invited. 

F. L. Stevens, chairman of the 
LP.R. Education Committee 
which studied a draft scheme 
a by Terence Usher and 

orman Rogers, says: “The first 
question was: should the examin- 
ation be academic or vocational? 
The first part of this examination 
can be taken by people with no 
first-hand knowledge of public 
relations practice. It will be 
said, and we all agree, that a 
public relations officer cannot be 
made from book reading or 
attending lectures. But I think 
it will be agreed that entrants to 
the profession should be guided 
to the technical elements on 
which future practical work will 
be based. 

“At least two years’ experience 
of public relations work must be 

ined before the final is taken. 

e aim of the final examination 
will not be to assess a candidate’s 
knowledge of the various means 
of communication—press, adver- 
tising, opinion research, films and 
so on—but to assess his ability to 
seize on the essentials of public 
relations problems. 

“It may be said that the ability 
to write clearly and effectively is 


fundamental to public relations 
work ... I think the Institute 
should make sure that candidates 
can write (and spell) com- 
petenily.” 

Subjects for the intermediate 
examination would fall under 
the headings press _ relations, 
printed material, advertising, 
opinion research, visual aids and 
principles and practice of public 


relations. The final examination 
would include pes on the 
problems of public relations, 


advanced principles and practice, 
structure and organisation of 
various administrative, political 
and social bodies and the econ- 
omic and political setting for 
public relations, 

Well, that is how the Institute's 
educational planners see it. 
What members think will be 
made clearer when the proposals 
have been discussed. 

But the more important ques- 
tion is: What are the views of 
industry and commerce? The 
answer is simple: The test to be 


applied to blic relations is 
" it sell?” And the test to 
be applied to public relations 


practitioners is “Can they get 
results?” 

The Institute invites criticism 
and comment. Those who ad- 


Could we get on without him? 


But we do say 


loudly and emphatically 
that it is an excellent habit to 
have him at any conference 
where paper is a major issue. 
And we know many firms that agree. 


speak to FUGS 


Telephone : CENTRAL 4211 + 19 New Bridge St., London, EC4 


We don’t go so 
far as to claim that 
Spicers Paper Consultant 
is indispensable. 


vocate the examinations in the 
terms described here may care to 
answer these questions: 

If public relations is a selling 
medium is it wise to aim at 
professional status when adver- 
tising is still generally and quite 

oudly recognised as a strictly 

usiness operation? 

Why stress that it is essential 
for all PR men to be able to 
write well when some of the most 
successful practitioners in Britain 
to-day cannot write a paragraph 
(in the journalistic sense)? 

Is not public relations above 
all a business in which an ounce 
of experience is worth a ton of 
academic knowledge? And, if 
there are to be examinations, 
should there not be an experience 
period before the intermediate 
test? 

How many employers will 
attach any importance to a PR 
qualification when so many have 
yet to be sold on PR itself? 

Prominent members of the In- 
stitute constantly stress the 
“social service” contribution of 
PR to the national economy. 
Would it not be better at this 
stage of development to concen- 
trate on the hard-selling value of 
what is a comparatively new 
medium to Britain?-—W.A.C. 
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Ad Man’s Bookshelf 


Libel hazards 


recounted 


Hatred, Ridicule or Contempt, by 
Joseph Dean, Constable, 15s. 
ECAUSE most normal people 
enjoy the suspense of court 
cases so long as they themselves 
are not involved this book of 
famous libel trials is likely to 
be read from cover to cover by 
all fortunate enough to come by 
a copy. 
Advertising men should cer- 
tainly read it because they will 
more readily than the general 
public realise how right the 
author is when he declares 
how easy it is to publish 
. » » The possibilities are 


The choice of cases conforms 
to no hard and fast system and 
it is plainly stated at the outset 
to be “an unorthodox anthology” 
and the approach specifically to 

man “assumed not to be a 
lawyer.” 

Several cases, such as Whist- 
ler’s action against Ruskin and 
Oscar Wilde’s prosecution of the 
Marquess of Queensberry, have 
been left out ag they are already 
so well known. The same con- 
sideration has applied to the 
two most famous slander trials 
of recent years, the Tranby Croft 
and Talking Mongoose cases. 
In the event the book makes 
only a passing reference to a 
single slander action. 


The black book 


But one can have a wonderful 
time with those that have been 
included, The Rex v. Billing 
(Salome and the Black Book) 
episode seems almost too good 
to be true and only slightly less 
so the case of Morris v. Asso- 
ciated Newspapers Lid. and 
another (Sermons in Trances). 
Rasputin turns up twice and 
Aleister Crowley once, The 
action involving the B.B.C. 
(Vocal Sins) is described and the 
case of Rex v. Lord Alfred 
Douglas is headed ‘ “Winston 
Churchill and the Battle of Jut- 
land.” 

Of practical value to adver- 
tising men are the lessons to be 
‘earned in the chapter headed 
“Two Stockbrokers,” and the 
first revives the hilarious case of 
Blennerhassett v. Novelty Sales 
Services Co., Ltd., and another. 

“Beware of the yo-yo,” 
declaimed the advertisement's 
headline, below which came the 


tale of Mr. Blennerhassett “. . . as 
worthy a citizen as any that ever 
ate lobster at Pimm’s .. .” who 


went off his head trying to make 
the yo-yo perform to his satis- 
faction. 

There was a_ stockbroker 
named Blennerhassett (although 
the copywriter had no knowledge 


STUDIOS (LONDON) LTD. 
Specialists in 
Color Photography applied to 
Advertising, Point of Sale, 
Showcards, Calendars, etc. 


* 


COLOR LIBRARY 
includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 
tional Art work or Layouts. 


8 BREAMS BUILDINGS 
£.C.4 


CHAncery 3416 


COLORGRAPH 


LONDON ART SERVICE 


PHOTOCRAPHIC LTO 


dt Chancery done WD 


COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


28 Basinghall St.. London, E.C.2 
ME Trepeliion 9836-7 


€ A.CK.WARE (Act pass) LTD. 


316 UPPER STREET, LONDON, W.1.. 
Tel: CAN. 1411 


IVI ZANT eT VAC ONL 
Buw 


A complete and bighly- 
specialised service covering 
all applications of Photo- 

graphic Processes and 
Techniques to Presentation, 
Display and Exchibitions. 


S.E.s. 
RODNEY s811[2 


LETTERPRESS 
PRINTING 
7" 
Enquiries Invited 
8. J. BEDWELL & SONS 


(Printers) LTD. 


100-102 LEYTONSTONE ROAD, 
STRATFORD, LONDON, E.15 


Telephone: Maryland 5741-2 


SCOTLAND’S FINEST DESIGNING 
AND PHOTO-ENERAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OUSHIEN HOUSE 1% CLYDE ST 
CITY #613 =“ OUBRIEN GLASGOW™ 


TO HARASSED 
PRODUCTION DEPARTMENTS 


if you are in need of « Blockmaker's Rep 

who will give your perticuler job, be # 

Typesetting, Foundry or Process Engraving, 
his personal attention 


and will carefully nurture it through the 

very excellent federated house which backs 

him, then @ brief note will find him quickly 
sharing your burdens. 


Box 6492 
Advertiser's Weekly 180 Fleet St EC4 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
Gronse cutters 


NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.1 
CLE 6474 Est over 40 yearns 


PHOTOGRAPHIC 
PRINTS 


Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 
and 
LILYWHITE LTD. 


of the fact) and the uproar in 
@ Continued on page 139 


73 Baker Street, London, W.1 


Tel. Welbeck 0938/9 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable — & Publishing 
@ DOUGHTY ST.. W.C.1: HOL 77" 


WATTS LTO. 
Lowpon, E.C.2 


qencee tines) 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1 
CAN 2461 
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KIRKSTUDIO LIMITED 


24 HOLBORN LONDON ECI 


TUDOR ART AGENCY 17 


representing 
FREE LANCE ARTISTS 


1 FURWIVAL STREET, LONDON, £.C.4 


HOLborn 6841 CHAncery 3506 
eeeeeeeceeeces . 
VERY RARE! 


' photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 


Designs for 
Printed matter 


FORUM 


ART SERVICE LTD 
144 SOUTHAMPTON ROW 
LONDON W.C.1_ TER 2201 


a 
IDEAS & ARTWORK 


‘BUCK’ 


35, STONARD RO 
N.13. 
PALmens Green 8846 


STOKES & DE MILLE 
STUDIO 
Illustrations and Designs 
for Stores Catalogues 


7 Wine Office Court, Fleet Street, £.C.4 
CENtral 6656 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Lid. 


ARC 1178-3469 


DESIGN 
DISPLAY 
EXHIBITION 
SILK-SCREEN 
PHOTOGRAPHY 
ALL. THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


DURAFORM 


PAPIER MACHE DISPLAY 
35-41 Rheidol Mews, N.!. 
CAN 1926 
WINDOW DISPLAY, EXHIBITION 
& ADVERTISING MODELS. 


Trade Designs—Special Work Executed to 
order. Mode! Renovation Service. 


J. WATSON (London) & CO. LTD. 
Display Units in Plastic 
and Metal 


BASSEIN HOUSE + BASSEIN PARK ROAD 


LONDON, W.12 + Telephone: SHE 4363 


[EXHIBITION & GENERAL 
CONSTRUCTION] LTD 
" Specialists in 
EXHIBITION STANDS 
WINDOW DISPLAYS 
INTERIOR FITTINGS 


PRESCOTT PLACE . MACAULAY 
LONDON + S.WA.” 2414 + 2415 


7167-171 QUEENSWAY, 7 


\ Phone : BAYewster 2291-2 - 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


BLACKFRIARS 0856 


Pioneers of Display 


COOK’S 
DISPLAY 
PRODUCTIONS 
LIMITED 
Exhibition Contractors 
Display Producers 
Sign Manufacturers 
Outdoor Publicity 
Contractors 
Designers 
Giant Photo Reproductions 


in Colour or Black and 
White 


124 LADBROKE GROVE, W.10 
Telephone: PARK 8652-3-4 


and at: 17 Rue Joseph-de- 
Maistre, Paris, 18e 


Advertising Noveltiea 


CONVEX LTD. 
FOR 
PLASTIC RULERS 
SCALES, CALENDARS AND 


PLASTIC NOVELTIES 
41 BRECKNOCK ROAD, N.7 


PHONE, GUL. 4877-2648 @ 


GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.£.3 
GREENWICH 3688 


ADVERTISER'S WEEKLY 


© LIBEL HAZARDS 
RECOUNTED continued 


the Stock Exchange was enor- 
mous when he made his appear- 
ance the day the advertisement 


came out in the Evening 
Standard. He flew to lawyers. 
The newspaper published an 


apology with great speed; but 
the case was pressed—and lost. 
The special jury were not even 
called upon to give a verdict. 
The judge took it upon himself 
to decide that no reasonable per- 
son could have thought that this 
imaginative advertisement told 
the story of a living person. 
He dismissed Blennerhassett's 
case with costs. 

Libel actions, as the author 
writes, “have had a great — 
Since the war, however, their 
frequency appears to have de- 
clined” and he concludes one 
section with the observation that 
“One thing seems fairly clear; 
if the pen is mightier than the 
sword, in England at least the 
writ is mightier than the pen.” 

Hw. F. 


Full facts about 
extruded plastics 


HE extrusions section of the 
plastics industry was very fully 
dealt with in the December issue 
of Plastics, published by Temple 
Press Ltd. All aspects of special 
interest to potential users of the 
product have been given in clear, 
concise and practical terms. 
This was an enlarged number 
of the journal and contained 
articles giving the history and 
future of extruded plastics and 
complete illustrated descriptions 
of available machines and ancil- 
lary plant used for the continu- 
ous production of film, sheet, 
tubes, cic. Special techniques 
used for dealing with specific 
raw materials were reviewed in 
this edition and descriptions of 
all available plastics materials 
with tables of physical and 
chemical properties included. 
More than 100 photographs 
ands cross-sectional drawings 
illustrate the product's applica- 
tions in the electrical, chemical, 
building, car and aircraft in- 
dustries in addition to their uses 
in engineering, surgery, agricul- 
ture and in the home. 


Machinery down on 
the farm 


Farm Mechanization Directory 1954, 
Temple Press Lid., 2is. 

This is the fourth edition of 
this directory which is the estab- 
lished source of reference for 
farm machinery importers and 
dealers, farmers and manufac- 
turers throughout the world. It 
has been completely revised 
and is subdivided into five main 
sections. The first of these con- 
tains a list of organisations con- 


@ Continued on page 140 
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SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


TM Wellington Road, South, 
Stockport. Tel. STO 3375 


UK Séreen Se 


SHOWCARDS : POSTERS 
. CUT-OUTS - DISPLAYS _ 


ik — 
SCREEN PRINTING 


Lorge or small quantities 
on any materia/ 


Olley & Rowley 
Limited 


*% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 


Sereen Process Diating echnical 
Achievement The AY 4 D.P. 
Award 1952-1953. let Award. 


Nerwood 


Cut-out rehet tottering 
ready gummed, various types trom 3/16''-12"" 
INDUSTRIAL ART LTD 
Jubilee Place, $.W.3. Tel. FLA 
ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 


JANUARY 21, 1954 
® MACHINERY DOWN 
ON THE FARM -continued 


cerned with farm mechanisation 
and the names and addresses of 
all companies and firms con- 
| nected with the industry, together 
| with a list of trade-marks and 
| abbreviations. Other sections 
deal with tractors, test reports 
and implements, the volume 
being completed with an index 
to classifications. 

The directory, which is b- 
lished in association with 
Mechanization, contains 
pages with over 200 illustrations. 


Review of farm 
developments 


Farmer and Stock-Breeder Year Book 
1954, by Farmer and Stock-Breeder Pub- 
lications Lid., 10s, 6d. 

‘+ latest farming develop- 
ments reviewed in the 78th 
edition of this reference book 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDELL RO. LONDON. W.i2 


SHOWCARDS POSTERS 
WINDOW BILLS +. CUT-OUTS ek 


A Stock Photographic 
Library of Britain 
for agents and advertisers 
RING UP LEY 2700! 


THE MUSTOGRAPH AGENCY 
496 HIGH ROAD, LEYTONSTONE, E.11 


LICENSED DAY -CLO PRINTERS 


© CONVEX LTD. 


CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 
41 BRECKNOCK ROAD, N.7. 
PHONE GUL. 4877-2848 


FOR QUALITY DISPLAYS 
36-37 MAIDEN LANE STRAND W.C.2 
TEMple Bar 0397 


PHOTOGRAPHS 


OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY 


S. MOORE & CO. 
SIGNWRITERS 
Specialists in typeface lettering. Wood 
letters cut to designers’ requirements. 
35, Goodge Street, London, W.1 
Tel.: LAN 4034 


SCREENASCOPE 


AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Hong Kong Werks, Exhibition Grounds, 
Wembiey, Middiesex. Wembiey 7733/7734 


bring new and added interest to 
the established features; 11 
authoritative articles and over 
130 photographs are included in 
the features section, while the 
reference section contains 160 

ges of important facts and 
gures. 

Addresses and officials of the 

many organisations in agriculture 
are given in some 30 pages. 
Official returns are shown for 
stock, crops, labour and machin- 
ery; while the pages dealing with 
sales and prices include averages 
from leading pedigree sales, 
weekly market prices and fixed 
prices. 
There are explanatory notes 
on National Insurance for the 
self-employed, weather informa- 
tion for farmers, income tax, 
vehicle licensing laws, and milk 
designations and legal require- 
ments. 


Advertising in 
Africa 


The African Press and Advertising 
Annual 1953-54, 25s. 
T= annual has again been 
thoroughly revised and a 
lot of care has lou taken to give 
the latest information about 
Africa and its press. The editor 
acknowledges his debt to the 
advertisers and advertising agents 
who have co-operated in the 
compilation of a new feature 
“National Advertisers in South 
Africa.” Noting that comparable 
reference works have for many 
years appeared in the United 
Kingdom and the United States 
the editor remarks that “advertis- 
ing is now such a highly organ- 
ised and important industry in 
South Africa that secrecy con- 
cerning its main sources of 
revenue is both out of date and 
futile.” 
Africa now has a population 
estimated at not far short of 200 
million. Less than three per 
cent are Europeans, nearly half 
of whom live in the Union of 


South Africa. 
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The Countess of Harewood, seen here with Roger Wood, opened his 
exhibition of journalistic, ballet and theatrical photography entitled 


“The First Six Years.” 


Publicity was by Peter Hope Lumley. 


Six years of photography 


DISTINGUISHED com- 
pany of advertisers, photo- 
graphers and representatives of 
the world of ballet greeted the 
Countess of Harewood when 
she arrived at Regent Street, 
London gallery of Kodak Ltd., 
to open the Roger Wood exhi- 
bition, “The First Six Years.” 
From tens of thousands of 
negatives exposed in the last six 
years, Wood has selected 78 
which, shown mostly as large- 
scale prints—all on Bromesko 
White Fine Lustre paper—pre- 
sumably satisfy their author as 
being adequately representative 
of his work in the fields of ballet, 
theatre and journalistic illustra- 
tion, and certainly satisfy the be- 
holder as a fair sample of the 
best of contemporary creative 
camera work by a younger artist. 
Probably because he is a 
Yorkshireman, and tasted early 
frustration by being pushed into 
accountancy, Wood's work con- 
realism— 


veys a fundamental 


The advertising and P ewe gaye photography of 
e 


never dull, says John Heron 


and an all pervading spirit of 
enthusiasm. 

The Regent Street exhibition 
remains open from 9.30 a.m. to 
6 p.m. daily until January 31, 
then transfers to Kodak House. 

Simultaneously, Roger Wood 
is holding an exhibition of com- 
mercial, industrial and advertis- 
ing tography at 18 new A 
Road, W.2—his studio. To 
vertisers and agents, this is the 
more interesting. Here we see 
not only the artistry, but the ver- 
satility of this man, who six 
years ago had not sold a print. 

In ADVERTISER'S WEEKLY, 
January 7, page 29, reference was 
made to a half-page advertise- 
ment in The Times, credit being 
given to Roger Wood for the 
electronic flash photograph which 
illustrated it. The agency con- 
cerned was Mather and Crow- 
ther. Another of Wood's action 
photographs (of a fen¢ing match) 
} —— in The Times the 

a the story in 
yr BEKLY.—J. H. 


speed action, reportage, colour work—all is tackled with great energy, 
Left, his study of cartoonists Jan le Witt and George Him. Right, 


“Ballerina in search of an 


lence.’ 


Roger Wood is | 
Architecture, still life, electronic high- 


ADVERTISER'S WEEKLY 


A GOOD JOB FOR 
A GOOD DESIGNER 


We require another fully qualified 
and experienced designer of Point- 
of-Sale Display Material. 

Must have the ability to produce 
clean, slick, quick visuals with a 
sound selling idea and to complete 
finished designs in an up-to-date 
style. 

Should also have an understanding 
of the techniques and materials 
employed in the manufacture of 
modern displays. 

Details of experience and salary 


required, to the Managing Director 


LEON GOODMAN 
DISPLAYS .).. 


119-125 WHITFIELD STREET, 
TOTTENHAM COURT RD., LONDON, W.1. 


' 


ee ee 


> _ “ = ~ — 
141 eC a 
7  nncetaaairmameanaeetone a » | i | il 
| 2 » : *\\ om 
"| d J Ss : A i ae : am a | : sf 
a Pie waar A te ie i" 
an a i os ee eee , 
4 s 1a the { i ae | on 
yt = ‘a 3 
ES 
Pe 7 
e 
3 
| 
a 
ce 
j nyt 
ee aa 6 a. + ow +, | e 
iM "a a bd - ‘4 
5 ? i 4 4 = 
Oe wore % _——_ ' €. ; : 
| oe = a ey | 
ry s i » hag * Bi ‘% ey : 
( a \a 7 a* x as _ 1 
L . oe >» os a : 2 4 apt et 
io, Va EP LD - ap. fa vs . 
ie te Ue i i fae 


ADVERTISER'S WEEKLY 


And that is not all. 
getic Mr. Crump is also very keen 
on education. In addition to being 
governor of his old school—King- 
ston Grammar—he is also chairman 
of the governors of Rutlish School, 
Merton Park, and a member of the 


ATHLETICS AND 


ADVERTISING 
New 


Publishing 


The ener- 


ing director of Penton 
Wy T'S 


ublishers of 
fhe 


_monthly Surrey Education Committee. 
Service Sta- “Anyone who thinks I neglect 
tion, is cer- 


my other business 
emphasises Mr. Crump. “Each day 
I spend about cight hours on office 


is wrong,” 


tainly a glut- 
ton for work. 


His name iS work and four to five hours on 
Jack Crump athletic and social work.” How 
and if any does he do it? “I never go with- 
reader feels out sleep. Eight hours a night is 
he's ~~ essential,” is his answer. 
rs a Getting back to business, Mr. 
most likely Crump started his career in the 
right foreign department of Kelly's direc- 
— tories where he worked on the 
Outside his compilation of a trade mark index. 
office he if Then he became London agent for 
secretary Of 4 Manchester trade mark firm. 
_ * the ritish Soon afterwards he “grew whiskers 
Amateur Athletic Board, hon. and put on four years” and joined 
team manager of the British Car Publishing Co. who at that 
Olympic and International Ath- time were responsible for Service 
letic team, president of the ration. Penton Publishing acquired 
English Cross Country Union, presi- the concern in 1929 and Mr. Crump 
dent of the Surrey County Athletic became advertisement manager. 
Association, chairman of the Inter- 


Shortly afterwards he was appointed 
national Sports Fellowship, member 4 F ~¥ 


to the board. He has been there 
of the executive committee of the — ever since. 
National Playing Fields’ Association 
and president of the Epsom Har- * * * 
riers. He's also a contributor to Mis MANY friends will be in- 
World Sports, Sporting Record, terested to learn that W. 


Daily Telegraph, a TV commentator 
and a regular B.B.C. sports broad- 
caster 


(“Snuffbox”) Warrilow was 77 last 
Friday. Although he is now living 
in retirement at Bournemouth he 


* ADVERTISING MANAGER’S CORNER | 


Harrisperanto 


We know of only one international language that 
doesn’t call for a grammar book, a dictionary and 
a guide to every-day words and phrases. We mean 
the world-wide universal language of pictures. Say 
it with pictures and it stays said, 


One picture, as Confucius or somebody said, is 
worth a stick of type. That's why it will pay you 
to say it with one of those clever Harris cut-outs 
at the point of sale. Hand it out in Harrisperanto 
and you'll be certain of one-hundred-per-cent 
reception, even if there’s an Eskimo in the audience. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REG 3295-6 


In this unusual set- 
ting—in Lagos, Ni- 
geria—F. Andrews, 
account executive, 
and R.°J. Kendall, 
studio manager, of 
Export Advertising 
Service Lid., met 
their associates 
P. H. Harris, coast 
manager, and D. J. 
Fenwick, of West 
Africa Publicity Ltd. 
Left to right: 
Messrs. Fenwick, 
Andrews, Kendall, 
Harris. 


still comes to London ocecasi 
to attend advertising functions. 
Electricity was Mr. Warrilow’s 
speciality. Following on a number 
of years’ work in municipal elec- 
tricity supply he became editor of 
the Electrical Magazine in 1903. 
After being on the advertisement 
side of a number of electrical and 
wireless journals he became elec- 
trical commissioner for all Odhams 
publications. 


Civic service 


BRARELY have | met anybody 
with his roots so deep in the civic 
life of his coments as W. A. 

yan, who 
handles press 
and public 
| relations for 
the Great 
Northern 
»>Railway 
Board, Nor- 
thern Ireland. 
I understand 
that Mrs. 
Ryan calls 
herself a 
“st. 
widow” 
cause of the 
spare time he 
evotes to the 
: St. John Am- 
bulance Brigade (he is an officer 
of the Order). In addition he is 
promsnent connected with the 
South Belfast Group of Hospitals, 
the Care and After Care Commit- 
tee, the Down County Council, 
various rural council committees, the 
Ulster Tourist Development As- 
sociation, the food control com- 
mittee, County Down Library and 
many other worthwhile causes. “I 
love to grapple” is his explanation. 

That he manages to do such an 
excellent job for the Great Northern 
must because railways are in 
his blood. His father and grand- 
father were connected with the 
railway; indeed at one time his 
relations’ railway service totalled 
more than 200 years. He himself 
has been with the Great Northern 
for 32 years, handling press and 
public relations for six. 

Just to keep himself from getting 
lazy he writes short stories! One 
of them is to be broadcast on the 
Northern Ireland Home Service 
shortly. 


. 
: 


Sausages, Chopin 


THE sedate atmosphere of the 
Third programme, the family 
spirit of the Home and the robust 
bonhomie of the Light were 
captured at the 25th birthday 
celebrations of The Listener at the 
Dorchester Hotel last week. This 
indeed was a _ party with a 
difference. The guests ate their 
sausages on sticks while listening to 
Colin Horsley playing Chopin and 
sipped their Dry Martinis to the 
accompaniment of operatic arias 


met eG eS 
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sung Walter rrr Famous 
rm the world of art, literature 
and music sat on the floor to listen 
to some amusing observations by 
Sonia Dresdel and droll stories by 


Naunton Wayne. The artists were 
introduced by John Snagge. 

Some 800 guests were received by 
the chairman of the B.B.C.’s board 
of governors, Sir Alexander 
Cc , the director-general, Sir 
Ian Jacob, and the editor of The 
Listener, A. E. W. Each 
guest was presented with a copy 
of the 80-page birthday number of 
The Listener. 


She’s been around! 


LOVE of travelling “merely for 
travelling’s sake—but how nice it 
is to get back to England and 
London” —has__ taken 

Howden, who must be one of the 
most widely travelled of to-day's 
advertising managers, to most of 
the world’s interesting spots. 

Miss Howden, who recently be- 
came publicity and advertising 
manager of Jaeger Lid., took just 
over four years in advertising to 
reach her present position. 
honours degree in modern languages 
at Edinburgh University, and seven 
years in the W.R.N.S.—she enlisted 
on September 2, 1939—have helped. 

During her travels she once 
had a big cross-section of U.S.A.’s 
160 millions eagerly following her 
adventures in that country, for in 
the summer of 1949 she wrote and 
broadcast a daily 15-minute series 
on the experiences and adventures 
of herself and a companion during 
a trans-U.S.A. tour. 

By the end of the tour the series 
was being broadcast on a coast-to- 
coast hook-up and the interest taken 
by everyday Americans was ‘‘fan- 
tastic.” She quotes the case of 
her companion’s cold, which was 
only too audible during a broad- 
cast—and they were almost snowed 
under with sympathetic letters and 
remedies from well-wishers. 

Altogether Miss Howden has 
broadcast here, in U.S.A., and in 
Australia over 500 times. 


Contact 


WEEK'S WISECRACK 


“A 


“It's dangerous to advertise 
for ‘the cream of the 
profession’ — we might 

get a clot.” 
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Second Largest Readership 


Tra, “a among all women S 
gl monthly magazines 


(1,400,000 readership per month 
reported by Hulton Readership 
Survey.) 


2/10d. per 1,000 
readers. 


423,111 A.B.C. sale 
Jan./June 1953. 


A. H. Mclsaac : Advertisement Director 


ARGUS PRESS LIMITED - 8/10 TEMPLE AVENUE - LONDON, E.C.4 + CENtral 3514 
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the final touch.. 


Here is a typical example of co-ordin- 
ated exhibit planning by Priestleys. 
Designed and produced in quantity 
for P. P. Payne & Sons Ltd., of 
Nottingham, this dispenser unit pro- 
vides the answer to functional display 
plus point-of-sale appeal. 

Produced in stout plywood with clear 
acetate protection for the attractive 
Floral Ribbons with which our 
clients have built up a world-wide 
reputation. 


Have you a sales problem of this kind? 
Maybe we have the answer. 


YOU'RE ') 
Q SELLINGTO ‘2 
)S BRITAIN IN, | 1'\\, 
MINIATURE 

IF YOU'RE 

SELLING TO 


r he only evening paper printed and published in Somerset, 
which for 9/- per 8.c.i., gives you positive * blanket ” 
coverage of a compact cross-section of the British market. 
Get full details from S. H. Roberts, 134 Fleet Street, London 
E.CA. ; Arnold Ellis, Cromford House, Market Street, 

Manchester 4, or Head Office, 
33 Westgate Street, Bath, 


fee (Uiuitete AND HERALD 


GLOUCESTER: TEL. 22281-4 
LONDON: TEL. TRA. 4277-8 
MANCHESTER: TEL. BLA. 3851 
BIRMINGHAM: TEL. MID. 0528 
CARDIFF: TEL. CARDIFF 31217 


TRAPINEX 
for 


TRANSFERS 


Service and Quality 


| 
| 


TRAPINEX LTD 
176-188 ACRE LANE, BRIXTON, SW2 
BRIXTON 2057-8 
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Hugh Williamson, London man- 
ager of the University Press, Ox- 
ford, addressed the Society of 
Typographic Designers in London 
on choosing type. 

cs * ca 

Minimode (Children’s Wear Ltd.) 
are organising a retailers’ window 
display competition for the spring. 
The winner will receive a cup and 


ok * ok 
Norwich City Council have 
an increase of £150 a r 
or the next Cree yous = the £5 
grant to Norwich Publicity Associa- 
tion. 


Ads on the shelter 


Oldham Corporation Surveyors 
Committee is considering securing 
bus shelters free in return for 
permitting them to be used for 
advertisements. 

* * * 

Retiring this month after spend- 
ing all his working life of 60 
with the Kentish Times Ltd. is 
compositor Jack Wood. 

a * oe 

A_ committee of four including 
the Mayor, Cr. Eric Oddy, is pro- 
posed by Harrogate Publicity Com- 
mittee to discuss the possibility of 

an exhibition hall in the 
ak * * 

Resenty enrolled members of 
the Trading-Standards Asso- 
ciation are Imperial Chemical 
Industries (Terylene council), Marks 

and the Co 


& Spencer " 
operative Union Ltd. 
Studio moves 


Gui de Buire Ltd., sound re- 
cording studios, are now installed 
in new premises at 66 New Bond 
Street, W.1, where they have taken 
over the whole building above the 
ground floor. still retain 
their premises at 83 New Bond 
Street. 


ok ca * 

McConnell’s (London) Ltd. and 
McConnell & Co. (Advertising) 
Ltd., have been transferred from 
Registered to Incorporated Practi- 
tioners by the Institute of Incor- 
porated Practitioners in Advertising. 

* ok aK 

lan Harvey, M.P., director of 
W. S. Crawford Ltd., and Christo- 
pher Mayhew, M.P., will be speak- 
ing respectively for and against the 
motion, “That this house would 
welcome the introduction of com- 
Et Beat, Uaoe boas 

ing nion ting 
Society at Dartmouth House, May- 
fair, to-night (Thursday). 
” * ” 

On Wednesday of last week John 
Lehmann gave a party at his house 
in Egerton Crescent to launch The 
London Magazine, the new literary 
monthly which he is editing, and 
which is sponsored by the Daily 
Mirror. Cecil King, chairman of the 
Mirror group, and lan Parsons of 
Chatto and Windus (the publishers) 
were among the notabilities present. 


Order for million 
reprints 


The Regent Oil Co., Ltd., have 
ordered one million reprints of a 
story which appeared in the 
Manchester Eve News. The 
story discussed the higher per- 
formance achieved by the new 
Regent T.T. petrol. 

Copies of the peprints, together 
with a special folder, will be dis- 
tributed to motorists by Regent 
dealers throughout the country. 
In addition the story is being 
featured in the current Regent 
press advertising. 

The Manchester Evening News 
editor, T. E. Henry, wants to 
know if an order for one million 
reprints is a record. He cal- 
culates that the cost of the paper 
for the reprints alone will be in 
the region of £300. 

* * * 

First issue of the fully printed 
version of the Bulletin, 
weekly organ of the Purchasing 

cers’ Association, is a 12-page 
brochure on art paper. Advertising 


is restricted to four pages, and 
already most of the space been 
booked for 1954. 


Newspaper’s wisdom 


For three weeks the Stretford & 
Urmston s published successive 
Rages of advertising on the Norman 

isdom film. The first page took 
the theme of “Shopping With 
Wisdom,” the second was “Here's 
Wisdom,” and the third “Winter 
Wisdom.” L. V. Hardiker pro- 
moted the pages among local 
traders, along with several other 
January revenue-building features. 

* a a 

The Houseowner is the title of a 
new por monthly to appear in 
March. Published by Princes Press 
Lid., who publish a number of 
trade and technical journals, The 
Houseowner will cater for the pro- 
perty owner and tential owner 
and will contain illustrated articles 
on all aspects of property purchase, 
ownership and maintenance. Printed 
on art paper, with a four-colour 
cover and a type area of 94 in. x 
7 in., the first issue will have 48 
peace, Initial print order is for 


* * * 

First in the field with a new size 
bill-board and poster is the Irish 
Times. The new size is 24 in. by 
20 in., or six inches less in height 
than the original double-crown. 

The Irish Times state that these 
posters will catch the eye as they 
are “different.” Other advantages 
claimed for the new size are 
economy, less obstruction to news- 
agents with modern shyup-fronts, and 
the fact that no other paper's 
— will fit the Times’ bill- 

rds. 


aK * % 


The Architect and Building 
reviews the latest building design 
and construction in a special New 
Year — to-day (Thursday). 

os bd 


The January issue of Discovery 
marks the opening of the second 
decade of the new edition of Jarrold 
& Sons Ltd.’s scientific monthly 
a. Discovery has been en- 
ape to 48 pages and now sells 

5. 


ADVERTISER'S WEEKLY 


A_ special edition of Motoring 
Weekly Advertiser, launched eight 
weeks ago, was published last week 
with the front page devoted to a 
letter to space buyers. Copies were | 
sent to 1,000 advertising agencies. 

ok ok ok 

To celebrate the centenary of the 

Citizen and Adver- 
tiser, a luncheon will be held at 
Peterborough Town Hall on Tues- 
day, February 23. (Other 
aries—See Outside 


134.) 
* * * 


Road material suppliers and 
manufacturers of road _ rolling 
machinery and lighting equipment 
accounted for many of the adver- 
tisements in a six-page road and 
traffic feature in the Manchester 


a - — 


You GAN FIND 
17 IN OWR 

a of sonmmaty 19, ‘ | CLASSIFIED 

entrees, | AD. SECTION 


in.), it devotes about half its space 


to industrial advertisements, many [his advertisement in the F 
from national advertisers. Times speaks for itself, 
Ao ok 4 


* * ee 
Monday's Western Mail carried 
a separate 56-page Commercial and ant Sere, as eee Time 
Industrial Review. More than 40 oe es eel een +o 
articles by industrial authorities est fine since the wae 

were heavily supported by indus- . 

trial advertisements * a a 

ts 


4 2k The Carlton Press have published 
Intelligence Digest, now in its the Confectionery Retailers Hand- 
16th year, will henceforth accept book, claimed as “The only annual 
advertisements of a suitable kind reference book for the trade.” It 
in its popular science, farm review, lists not only a wide range of 
literary and travel supplements. manufacturers and their products 
Guaranteed circulation (by private by brand names, but also shop 
subscription) from March onwards fitters and equipment + 2 
will be 17,000—including a North Ordinary Me rate, black and 
American subscription list of 11,000. white, is £20. 


THE MAGAZINE MEN READ 


DO YOU KNOW CLUBMAN has been published monthly for over 
three years? 

pO YOU KNOW CLUBMAN will be carrying advertising as from 
the April 1954 issue ? 

DO YOU KNOW CLUBMAN sales have now reached 75,000 month- 
ly at 2/- a copy? Special holiday numbers 3/6d. 

DO YOU KNOW = TWO publications other than CLUBMAN with 
bookstall sales which for a long time never carried 
advertising? (We know one, but we can't think 
of the second). 

DO YOU KNOW _ the male population of this country is not far short 

of the female population and whilst women have 

many “Womanly” papers of their own, the poor 

male is sadly neglected? We claim that CLUB- 

MAN has a 99.9%, male circulation. 

CLUBMAN has been carrying “3-D” editorial 

which we feel is quite the best “3-D" yet and 

will be accepting “3-D” advertisements at black and 

white rates for the April, May and June issues? 

DO YOU KNOW CLUBMAN carries stories and features by John 
Steinbeck, Ernest Hemingway, James Thurber, 
Damon Runyon, Robert Benchley, Somerset 
Maugham and other famous writers? 

DO YOU KNOW _ that a ‘phone call or note will bring by return a 
copy of CLUBMAN featuring “3-D" ? 


DO YOU KNOW 


Reginald Harris Publications Ltd., 
3 Stanhope Row, Mayfair, W.1, GROsvenor 3879 
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Garland’s five 


new clients 


S. T. Garland Advertising Ser- 
vice Lid. have acquired five major 
accounts. They have just been ap- 
partes for The Notts Hosiery Co., 

, makers of Plaza hosiery. 

On February 1 they take over 
the advertising for Ingersoll Ltd., 
makers of Ingersoll watches, clocks 
and locks, and also the account of 
Murray, Sons & Co., Ltd., makers 
of Erinmore tobaccos, This latter ap- 
pointment follows the acquisition of 
this business by the John Sinclair 
Ltd. unit of the Carreras Group. 

1 as from April 1 Garlands 
will act for Short Brothers and 
Harland Ltd. (Shorts aircraft) and 
for the trade and technical adver- 
tising of the Gas Council. 


NATIONAL ADVERTISERS 
ARE USING THE COLUMNS 
OF THE 


HOME 
COUNTIES 
NEWSPAPERS 
GROUP 


in 1953 a record number of National 
Advertisers appeared in the H.C.N. 
Group with successful results—Cash 
in on this fertile area of Beds, Herts 
and Bucks through the H.C.N. 
Group of Eleven live local News- 
papers. 


Rates and further details can be 
obtained from our London Repre- 
sentative Will Kitchen Jr. Led., 131 
Fleet Screet, E.C.4, Central 1960, 
or from the Advertisement Manager 
C. W.Gilder, Home Counties News- 
papers Led., Luton, Phone 5050. 


The Best Buy 
in 1954! 


The agents are 
Vincent Lid. 
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Current Advertising 


Levers offer free insurance and 
ten Hillmans 


Large spaces are being taken in 
national newspapers covering Eng- 
land and Wales to publicise a com- 


petition being run by Levers in 
connection with four of their pro- 
ducts—Surf, Sunlight soap, Lux and 
Lifebuoy soap. 

The prizes being offered are 10 
Hillman Minx saloons each with 
£100 for free petrol, oil and garaging 
= one year. Competitors have to 

compen lines of verse referring to 

our products. Packet tops or 
wrappers from each of the products 
have be submitted with each 
entry. 

In Scotland and Northern Ireland, 
Levers are offering free insurance. 
Through the Eagle Star Insurance 
Co,, Lid., they are presenting a six 
month certificate with benefits rang- 
ing from £5 to £2,000, in return for 

2 tops or wrappers from 
Sur Sunlight, Lux or Lifebuoy. 
They can be in any proportion but it 
is stipulated that there must be at 
least one from each. 

To publicise the offer Levers are 
taking large spaces in the Northern 
Ireland and Scottish editions of the 
national newspapers. 
are handling both schemes. 


More wool publicity 
. “ 
in the US 

Wool promotion in the United 
States will be expanded sharply 
through a national consumer adver- 
tising campaign to be undertaken 
jointly by the Wool Incorporated 
Organisation, formed recently by 
the Boston and Philadelphia wool 
trade, and the Wool Bureau, Inc., 
of New York. 

To administer the fund a joint 
committee, formed with equal 
representation from controlling 
boards of each body, has just com- 
pleted meetings in New York. 

. Walter Thompson Co., 
New York, have been appointed to 
direct the campaign. The one 
will amplify the normal work of t 
Wool Bureau, which in turn will be 
expanded during 1954, 


New dress fabric 


Edmund Potter and Co., Ltd., 
are launching a new dress fabric 


Maycloud. Radio Times and 
women's magazines will be used. 
Turner & 


Unequalled in Kent 
9 Newspapers 
| Order 
3 Stereos 
| Account 


SWE B yD QD wressis nce sate 
Associated Kent Newspapers |} 


Accounts Office 
30 High Street, Chatham (Chatham 2213) 


Advertisement Representotives 
€. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


| strained 


r ae 


Fi na coin the word 


—superformance 


“And now Superformance with 
Super Fina, the petrol that has 
everything the modern engine 
needs” is the slogan in a new cam- 
paign for Fina petrol. 

The scheme was launched last 
Saturday. Large spaces have been 
booked in most national daily news- 
> The agents are Downtons 
Ad, 


More London ads for 
Tetley tea bags 


Following a pilot scheme in the 
Evening Standard advertising for 
Tetley tea bags will be extended 
next month to cover the Evening 
News (11 in. triples), The Star 
(8 in. doubles) and the Evenin 
Standard (8 in. triples). The ad- 
vertisements will appear regularly 
for the next few months. 

The J. Walter Thompson Co., 
Ltd., are the agents. 


Back to Sells 


Two large accounts have returned 
to Sells Ltd. They have been re- 
appointed agents for Timothy 
Whites & Taylors Lid. and W. B. 
Cartwright Ltd., manufacturers of 
Moorland indigestion tablets and 
Penetrol inhalant. 


s % 

Ads from Gardiner’s 

A new trade press campaign has 
been launched for yardiner’s 
overalls by Reid Walker Advertising 
Ltd. A wide range of journals is 
being used and in each case copy 
ties up with the particular trade. 
Grocery paper ads. are using the 
slogan: “Sauce from Worcester . 
but overalls from Gardiner’s.”’ For 
fish trade papers the slogan is 
adapted to: atives from Whit- 
stable . ", and for ony papers: 
“Buns from Bath. . 


Corsets on x tube 
Wm. Fletcher, Junr.,  Ltd., 
makers of Regent corsetry, have 


issued their new 1954 catalogue of 
garments in their new range. 

This catalogue is designed to 
back up the current point-of-sale, 
press and London Underground 
escalator poster advertising. A new 
Regent escalator poster has been 
produced. owne Lid. are 


| the agents. 


PR appointment 


Kennerley Edwards and Associ- 
ates Ltd. have again been appointed 
uiblic relations advisers to the 

siete des Grands Etablissements 
et des Bains of Le Touquet—the 
organisation which controls the 
Casino de la Foret, The West- 
minster Hotel, and other interests 


| in the French resort. 


Baby food addition 


Trufood Ltd. have added a new 
line to their range of Spoonfoods 
and homogenised baby 
foods—thick bone broth with beef 
and vegetables. Space is being 
taken in medical, nursing and con- 
sumer publications. Lintas Ltd. are 
the agents. 
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AT A GLANCE 


Accounts 


INGERSOLL LTD. (from February 
1), The Notts Hosiery 


Murray, Sons & Co., Ltd. (from 
February 1), Short Brothers & 
Harland Ltd. (from April 1) and 


the Gas Council, trade and tech- 
nical advertising (from April 1) 
to S. T. Garland Advertising 
Service Ltd. 


ACME SHOWCARD & SIGN 
CO., LTD., to D. Brook-Hart 


Co. 


ANZORA PERFUME CO., LTD., 
to First International Agency Ltd. 


TIMOTHY ae ge & TAYLORS 
LTD. and W. B. Cartwright Ltd. 
to Sells Ltd. 


HENRY SERVENTI LTD., shop- 
fitters and distributors of equip- 
ment to hairdressing saloons, to 
Napper, Stinton, Woolley Ltd. 


THE MAGNETIC UIPMENT 
CO., makers of Bin Vibrators and 
feeders, crack detectors and other 


industrial equipment, to D. H. 
Brocklesby Ltd 
BENTLEY GROUP OF ENGIN- 


EERING COMPANIES to Frank 


Gayton Advertising Ltd. 
(Leicester). 

BOLDALLOY LTD. to Donald 
Macdonald (Advertising) Ltd. 
(Manchester). 

GRIFLEX PRODUCTS LTD 
tributors of Bardex eve) 
Tubing, P.R. account to S. C. 


Peacock Ltd. (London). 


SOCIETE DES GRANDS ETAB- 
LISSEMENTS ET DES BAINS 
OF LE TOUQUET, P.R. account 
to Kennerley Edwards & Asso- 
ciates Ltd. 


Campaigns 


JAMES A. JOBLING & CO., 
LTD., makers of Pyrex glass, 
using full colour spaces in 


women’s magazines (Stuart Ad- 


vertising Agency Ltd.). 

GARDINER’S OVERALLS, in 
trade press (Reid Walker Adver- 
tising Ltd.). 


FINA PETROL, using national 
newspapers (Downtons Ltd.). 


NU-ENAMEL PAINTS, using pro- 
vincial press, colour pages in 
women's magazines, trade press 
and dealer aid material (the 
Winter Thomas Co., Ltd.). 


TRUFOOD LTD., using medical, 
nursing and women's magazines 
(Lintas Ltd.). 


MEMOX BOOTS, using national 


newspapers, farming press and 
wa spaces in trade press 
(R. S. Caplin Lid.). 


URNEY MILK CHOCOLATE, 
using national press (Pagan Smith 
Advertising Ltd., Liverpool). 


LEVER BROTHERS LTD., using 
large spaces national newspapers 
(Lintas Ltd.). 
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...has these EXTRA features, commanding ; 
TOP EXECUTIVE attention , 
. The special May issue of BUSINESS — the Journal of TOP Management in Industry — 


will be published six days in advance of the B.I.F. opening. It will give comprehensive 
coverage of Exhibitors at both Birmingham and London and offers them a first-class 
| opportunity to advertise their products to the actual buyers in advance of the show. 
Actual buyers, because 919%/* of BUSINESS readers are Chairmen, Directors, and 
Departmental Heads of Home and Overseas Industry. Be sure to make a note of the 
| copy date — March 25th. *BUSINESS Readership Survey Dec. 1953. 


INDUSTRIAL PROGRESS REPORTS 

A series of practical reviews will feature progress in twelve main fields of Industry. These 

7 | Progress Reports will be written by experts and into each review will be inserted the 
names of exhibitors at Birmingham, giving genuine editorial coverage of each field plus 

individual publicity. 


SELLING AT HOME AND ABROAD 
Case histories of successful selling ventures at home and overseas will emphasize the need 
| for enterprise and drive in sales campaigns, together with good after-sales service to 


consolidate markets. 


OFFICE EQUIPMENT SECTION 
This large section will consist of a series of Progress Reports on the various groups of 
Office Equipment to be featured at the London Show, together with the names of , 
Exhibitors in each group which will appear in the appropriate section. These features - 
will make the May BUSINESS a best seller—reserve space by ringing CHAncery 8844 NOW. 


A.B.C. certified MONTHLY NET SALES — 12,825 copies —7 far the largest 


paid net sale of any 
—the Journal of TOP monthly Business 
Journal in the ie 
Management in Industry United Kingdom ies 
Published by un 
Business Publications Ltd., 180 Fleet Street, London, E.C.4 Tel.: CHAncery 8844 $ 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


CREATIVE 
VISUALISER 
WANTED 


for Progressive London Advertising 
Agency. Preferably young, must 
have new ideas, and should be 
capable of producing roughs to 
client presentation standard. Write 
giving full information to. 
Box 6618 
Advertiser's Weekly 160 Fleet St EC4 


DESIGNER DRAUGHTSMAN for per- 

manent position with large and long- 
Contractors 
Applicants must have had all-round 
Exhibition Trade. 


established Exhibition 


experience in the 


Write, giving full details, to 


Rox 6457 Ad. Weekly 180 Fleet St BC4 


T. B. BROWNE Ltd. 
requires 


an artist experienced 
lettering, retouching, etc 
Applications in writing with 
details of experience to 


ART DIRECTOR 
1. 8. BROWNE Lid., 117 Piccaditly, Ww. 
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CLASSIFIED ADVERTISEMENTS | 


RATER ASPOSNTSEENTS TAEOOTe, 66, pwr tine, 6. pee Geet Sune toe. 
APPOL INTMENTS WANTED, 3s. per line, 35s. per display panel inch. 

4s. per line, 45s. per display panel inch. Senin 3 ines: (oy 

charse," one tine ‘plus ‘bd. covering Dosage, etc Series rates on application: all 

under insertions MUST BE PREPAID. Address “Advertiser's 

Weekly,” 180 Fleet Street, London, ECA. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 


made through a Local Office of the Ministry of I Labour or » Scheduled Employment 
ee ww hy Tt ag A, t= 
or 


she, or the the provisions of the 
Notification of Vacancies Order 1952.” 


AN UNUSUAL OPPORTUNITY 


An old-established Advertising Agency (R.P.A.) in course 
of re-organisation with the object of preserving continuity, 
would make available a 49% shareholding to a man with 
the following qualifications. 


Wide experience as accounts executive dealing at top level 
with both technical and consumer advertisers. Energy, 
the ability to think forward and develop our present 
accounts. Some new business. An investment of about 
£2,500 required for the shares. 


Replies, treated in the strictest confidence, to: 


S. L. Samson, Solicitor, 151 Strand, London, W.C.2 


THE BRITISH BATA SHOE ©O., LTD., FIRST-RATE ARTIST wanted in modest- 
have a vacancy for an Artist to work sized §6 Advertising Agency (I1.P.A.) 
with their -Window Display Staff to Studio. Meticulous craftsmanship essen- 
prepare prototype displays. Excellent tial, though there is scope for free 
prospects for a man who has designing creative art (and for design work, wo, 
and creative ability to produce good in the planning of advertisement layout 
display background, etc. Contributory | and print). Picasamt conditions. 
pension scheme. Accommodation avail- | 


FIRST-CLASS SPACE 


to obtain Industrial Advertising for 
well-known old established journal. 
Remuneration commensurate with 
calibre, Full details of experience, agc, 
aa in strict confidence, to 

Rox 6485 Ad, Weekly 180 Pleet St BC4 


SENTATIVE 


photographic 


SELLER required Apply Stall Manager, 
monthly. 
' 


Chancery Lane, WC 


| able in Staff Hotel for single man. 
Bast Tilbury, 


YOUNG ADVERTISEMENT REPRE- 
required, established 


Write full 
particulars to Box ti Reynells, 


4a 


ADVERTISING 
MANAGER 


required for leading firm 
manufacturing business 
machines and equipment 


Applicants for this important post should be under 45 
years of age, with a successful record of organising ability 
in a similar position. 


Technical knowledge of office systems and business 
machines would be useful, but is not essential, as assistance 
will be available. 

The main qualification is the capacity to develop and 
administer all the work of the company’s advertising 
department, and the duties will include : — 

Close liaison with the advertising agency which handles 
the company’s extensive press advertising——-much of it in 
specialised media. 


Production routine aupakntion for the preparation of 
catalogues, brochures, and other printed matter. 


The duties also include the editing and production of a 
house magazine, and some public relations activities. 
Writing ability is therefore important. 


Good health is essential. 


A four-figure starting salary is envisaged, and the company 
operates a contributory pension scheme. 


Applicants should write, stating qualifications and the 
nature of their employment, to 


Box 6532 
Ad. Weekly 180 Fleet St EC4 


| 


| 
| 
| 


Pension scheme. a for appoint - 
2968. 


ment. Secretary, HOL 


ADVERTISEMENT 
REPRESENTATIVE 


required by Hulton Press for 
“HouseWIFE”. Should have 
had space selling or agency 
experience. This is a post for 
a young man who has initiative 
and is prepared to work hard. 
Applications, which will be 
treated in the strictest confi- 
dence, should in the first in- 
stance be addressed to: 


Staff Manager 


HULTON PRESS LIMITED 


43/44 Shoe Lane, London, £.0.4 


PRODUCTION. Young man required fo 
London Agency. 
experience, 
ducing layouts. ‘S-day week. 


quired, to 


Box 6514 Ad. Weekly 180 Fleet Si BC4 


Must have Agency 
good knowledge of blocks 
and typesetting, and be capable of pro- 
Write, 
giving full details, including salary re- 


LETTERING & GENERAL 
ARTIST FOR 
BUSY LONDON STUDIO 
Interesting work and prospects. 5 day week 


Applicants must be keen with several 
years’ experience 


RING HOlborn 7144 


2 FIRST-CLASS LETTERING ARIISTS 
required. Phone or call, Mr. Harmer, 
29 Kingly Street, W.1. GRO $752. 


ARE YOU A slick, experienced gencra! 


artist? We have a permanent post for 
the man who suits. Write or phone 
for appointment, A.P.A. Studios, 352/4 
a : Inn Road, W.C.1. TERminus 
1184/5. 


ee ae 


JANUARY 21, 1954 


APPOINTMENTS VACANT 


BLOCK AND 
PRINT BUYER 


London Agency require a really 
experienced man. A potential 
production manager who knows 
the print and block making world 
well and is a real buyer and not 
an order placer. Please write 


fully on experience and salary 
range, to; 


Box 6498 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MAN required for large 
commercial undertaking. 
had experience in production of trade 
press advertisements, 
and packaging of all kinds. Age 30-35 
preferable. Write, stating full particu- 
lars of experience, previous position and 
salary required. 

Box 6521 Ad. Weekly 180 Fleet St BC4 


Must have 


printed literature 


GILCHRIST STUDIOS LTD. 
require 


Fully Experienced Artists — 
STILL LIFE 


and 


LETTERING 


Phone: HOLborn 0481 for 
appointment. Specimens required. 


TECHNICAL WRITER to assist in the 
preparation of publications for the 
Electrical Industry Candidates must 
be able to write good technical English 
and preferably be qualified w Higher 
National Certificate standard Appli- 
cations in writing should be submiued 
to the Staff Officer, B.LC.C. Led. 
Prescot, Lanes, 


| 


An Exceptional Opportunity ! 
Tattersall Advertising Limited 


CONTACT 
MAN 


£1,000-£1,500 p.a. plus car and 
reasonable expenses. 

The man we have in mind is 
well educated and around 
30/40 years of age, prefer- 
ably living in the West Riding 
of Yorkshire, who feels his 
turnover would justify this top 
flight job. 

The position affords an ex- 
cellent opportunity to one who 
may already be engaged in a 
similar capacity and is seeking 
reward and security. 

Replies marked "Private and 
Confidential” to:— 


Managing Director, 
1 East Parade, Harrogate 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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JANUARY 21, 1954 


APPOINTMENTS VACANT 


DESIGNER 


(Male) 

required by 
leading manufacturer of furnishing 
fabrics. Must be thoroughly ex- 
perienced and able to work in 
traditional and contemporary styles 
and for reproduction by multi-colour 
printing process and jacquard 
weaving. The job carries a substan- 
tial salary, the exact amount of 
which will depend on experience 
and ability. Applications giving full 
particulars should be made in 
writing, enclosing specimens of 
work which will be treated with 

care and returned. 


SANDERSON FABRICS 
Uxbridge, Middx. 


CLASSIFIED ADVERTISEMENTS 


ASSISTANT REQUIRED by Studio and 
Advertising Manager of Primers and 
Publishers with some experience letier- 
press printing and layout work, Girl 
with knowledge of typing preferred. 
Permanem position, fiveday week. 


Apply 
Box 6496 Ad. Weekly 180 Fleet St BC4 


TOP LINE 
LETTERING ARTIST 


AND 
LAYOUT MEN 
WANTED 
Write for Appointment : 


NORFOLK STUDIO LTD. 
BOSWELL HOUSE, GOUGH SQUARE, FLEET ST., EC4 


SALESMAN 
GIANT ENLARGEMENTS 


An experienced and lively group of technicians pro- 
ducing work of first quality, invite an established 
representative to join them. They offer a backing 
of superbly equipped darkrooms and a confidential 
process under a well-established registered name. 
To the right man—who should be rising thirty and 
have personal contacts that will ensure a regular 
turnover—this presents an opportunity that very 
rarely occurs. There is every chance for advance- 
ment to managerial status. We have the means to 
produce and a name that will get you in anywhere— 
we want more orders. Our own salesmen have been 
informed of this advertisement. 


Full particulars, in strict confidence, to: 


6493 
Advertiser's Weekly 180 Fleet St London EC4 


ASSISTANT 


PRODUCTION MAN 
wanted for publicity department of large 
textile engineering group (greater Man- 
chester area). Age carly twenties, with 
advertising agency or publicity depart- 
ment routine experience. The post 
offers reasonable scope and varicty to 
keen young man, Five-day week and 
staff pension scheme. Write, giving 
details of age, experience and salary 
required, to 

a CP /6447 Ad. Weekly 180 Ficet St 
A, 


YOUNG MAN of character who has 
completed National Service required as 
assistant to Manager of Busy London 
Sudio. Knowledge of artwork and 
photography an advantage but not 
essential. This post is progressive and 
a keen person can make it a good one. 
Write, giving career to date and salary 
required, to 

Box 6495 Ad. Weekly 180 Fleet St BC4 


West End Agency 
requires 
GENERAL ARTIST 


experienced in layout, typography 
and finished lettering. 
Phone for appointment GRO 3708 


ACCOUNTS EXECUTIVE 
FOR 
NATIONAL TECHNICAL 
ACCOUNTS 


Required to control very 
important Industrial and En- 
gineering Accounts in a 
leading London Agency. 
Knowledge of machine tools, 
aircraft or industrial heating 


an advantage. 


Box 6644 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING AND LAYOUT ARTIST 


required in medium-sized Agency in 
West End. Interesting range of work, 
pleasant conditions. Write, giving full 
particulars. 

Box 6472 Ad. Weekly 180 Fleet St EC4 


TECHNICAL 
ARTISTS LTD. 


THE MOST UP-TO-DATE 
LONDON STUDIO invites 
applications from first class 
artists in the following 
categories : 


TECHNICAL ILLUSTRATORS 
MECHANICAL RETOUCHERS 
COLOUR RETOUCHERS 
LETTERING ARTISTS 
LINE & SCRAPER ARTISTS 
also Juniors just leaving school. 
Ideal working conditions, with 
good rates of pay, 374 hr. week. 


Long term service agreements 
Sor suitable applicants. 


Phone or write for appointment 
WELbeck 6403 


104-112 MARYLEBONE LANE, W.1 


PUBLICITY ASSISTANT (unior) re- 


| 


quired for enxinecring company in | 


Victoria area, Work cicrical rather 
than creative. Five-day week. Write, 
iving details of education, age and 
wages required, 

Box 6536 Ad. Weekly 180 Fleet St BO4 


| 


ADVERTISING MAN, experienced copy- 
writer aged 25/35, salary commensurate 
with ability, Old-established London 
Porineering Co., W.1 disirict. 

Box 6510 Ad. Weekly 180 Ficet St BC4 

CREATIVE YOUNG MAN with 2 or 3 
years’ Agency experience, capable of 
producing rough visuals and Pinished 
Lettering for Trade Journals and printed 
Publicity. State age, experience, salary. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT 
ADVERTISEMENT 
MANAGER 


required by 
ADVERTISER'S WEEKLY 


Must be first-class salesman, aged 
30-35. Obvious prospects for the 
right man. Applications, which will 
be regarded as strictly confidential, 
should be addressed to the 


General Manager 
180 Fleet Street, £.C.4 


PSTIMATOR/CLERK wanted § immedi- 


| 


| 


Box 6471 Ad, Weekly 180 Fleet St BO4 | 


VISUALISER/LAYOUT ARTIST for 
leading Manchester Agency, Ex 
in agency essential. Write, giving full 
details, to 
Box 6470 Ad. Weekly 180 Fleet St BC4 


ately for Screen Printers 


Good work- 


ing conditions and excellent pay for 


right man 


Box 6524 Ad. Weekly 180 Pleet St BC4 
LONDON MANUFACTURING CO. with 
world-wide reputation have vacancy for 
man of about 30 years of age Px. 
perience of rough visuals comprising 
layouts for press, showcards, posters, 
display work and packaging Good 
lettering essential, Excellent opportunity 
for right man, Full particulars of ex- 


perience, training, etc., to 


Box 6525 Ad. Weekly 180 Fleet St BCs 
SHOW CARD WRITER capable of good 


display, permanent position A 


pply 


with specimens, 10 Rayment, Raysign 


Works, Durham Road, N.7. 


RETOUCHING ARTISTS specialising in 
high-class acrograph work and gcnera! 
still life required in small but pro- 
gressive Art Studio in Holborn area. 
Please "phone CHA 4302 for appoint- 


conclusion. 


Braemar House 


ACCOUNT EXECUTIVE 


Applications are invited from Account Executives who 
may be looking for a job which is full of interest 
and equally full of sound prospects. He will be a man 
with ability to discuss advertising sensibly 
initiate programmes and organise a scheme to its 


Able to 


Please write in first instance giving details of age, 

experience and types of advertising handled. 
ROOSTER PUBLICITY LIMITED 

_* ___ Teddington 


pleasant surroundings. 
experience essential. 


Braemar House 


Teddington Studio of Rooster Publicity Limited 


have vacancy for experienced 


GENERAL ARTIST 


Interesting artwork is involved on wide variety of 
industrial accounts. Good salary. 
exceptionally good studio arrangement situated in 


Five-day week and 


Previous agency or studio 


APPLICATIONS TO STUDIO MANAGER 
ROOSTER PUBLICITY LIMITED 


° Teddington 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


MURRAY- WATSON 
LIMITED 
require 
PRODUCTION 
ASSISTANT 


Must have working knowledge 
to enable him to order blocks, type- 
setting and print 
Apply : 

58 Brook Street, W.1 


OPPORTUNITY IN LEEDS, Visualiser 


required by expanding Northern Agency 
A substantial salary and the opportunity 
to work on an interesting number of 
National Accounts awaits the right 
applicant. Accommodation arranged 
Write, in confidence, w Creative 
Director, 

Box 6504 Ad, Weekly 180 Fleet St BC4 


VALE STUDIOS LTD. 
3 Harrington Rd., South Kensington 
heaving increased demand for high-closs 
Wustrations for children’s books, invite 
EXPERIENCED ARTISTS 
to contact them 


Write of telephone KENsington 8002. 


MANAGER 


responsible for packaging, 
display material, exhibitions, printing 
and liaison on these matters with Home 
and Overseas branches, required by 
large, expanding National advertiser 
Substantial range specialised products 
sold own branches and through retailers 
Write, with raed of age, experience, 
salary, etc., 

Box 6573 Ka “Weekly 180 Pleet St BC4 


CLASSIFIED ADVERTISEMENTS 


50 


APPOINTMENTS VACANT 


the “cuplasuent, is excepted from the provisions of the 
of Vacancies Order 


1952.” 


IRWIN TECHNICAL 


LIMITED 


Further vacancies for Senior and Junior Technical 


Illustrators. 


Permanent and progressive positions 


in a rapidly developing Company. 


Write, giving full particulars to: 


STUDIO IRWIN TECHNICAL LIMITED 
Irwin House, Gough Square, Fleet Street, E.C.4 


COMMERCIAL 


AN 


ARTIST required by 
Mid-Bucks Printers and Manufacturing 
Stationers. Essentially a quick, modern 
letterer and capable of general design, 
including packaging. Superannuation 
and Life Assurance scheme House 
available at nominal rent Apply by 
letter only in first instance, stating 
salary required 

Box 6535 Ad. Weekly 180 Fieet St EC4 


UNUSUAL OPPORTUNITY for a 
trained Agency man aged 30 w 435 
exists with leading advertising agents. 
Knowledge of production and print 
essential, but the ability and personality 
to represent the Agency at executive 
level is importamt. Control and de- 
velopment of the Newcastle Branch 
Office will be offered to selected appli- 
cant, Apply, giving full details of age, 
experience and qualifications, to 

Box 6533 Ad. Weekly 180 Pleet St EC4 


ENTERPRISING 
Young Visualiser 


(25-30) 


is offered interesting position in busy 
PUBLICITY DEPARTMENT OF 
LEADING TECHNICAL PUBLISHING 


ORGANISATION 


Qualifications should include a logical 
approach to diverse sales problems, and 
the ability to produce quick visuals in 
effective modern style. Please include 


full details of experience, age, and salary 


required. 


BOX 6574 
Advertiser’s Weekly 180 Fleet St EC4 


TRACER, single 
Head Office 


woman, 
of large industrial conce 


in Westminster area Experienced in 
j engineering drawing. Good free-hand 
lettering absolutely essential. Orna- 


| mental pen lettering an advantage. Goc 


pay and prospects 
Superannuation scheme Staff cantee 
etc Write, giving full particulars, 
Box 763, c/o Dawsons, 28 
Street, W.C2 Specimens of 


Five-day wee 


quires 
Live, 
and supplements. 

Box 6539 Ad. Weekly 180 Fleet St EBC 


an advertisement representativ 


required by 


Craven 
work 
submitted will be returned after perusal 

GROUP OF WEEKLIES in Wales re- 


used to building up special pages 


m 


dd 
k. 
n, 
to 


ie. 


4 


Martin Harvey 
require a 
PRODUCTION 
MAN 


. to fill a vacancy caused by promo- 

tion. Must have had previous agency 
experience. A first-class typographical 
sense is essential, as well as sound 
knowledge of the technical aspects of 
the job. 
The successful applicant will be respon- 
sible for the handling of a group of 
accounts of varied and interesting 
nature. Initiative and energy tempered 
with care and accuracy would be well 
rewarded in due course. 


Write, giving full details, starting salary 
required to 


Production Manager, 

EDWARD MARTIN HARVEY 
ADVERTISING SERVICE LTD 
40 Sackville Street, London, WI 


A YOUNG 
Publicity 
routine, 
in Publicity 
company with 
teresting variety of 
congenial surroundings 
fications, bright, 
urge to use own initiative. 
typing experience useful. Write, 
full particulars 
Box 6502 Ad 

REQUIRED. An _ experienced 
visualiser and versatile Finished Draw- 
ing Artist Write, giving full details, 
to Studio Manager, Ripley, Preston & 
Co., Lid., 360 Moseley Road, Birming- 
ham, 12 Tel.: CAL 1575, 

FOUR TOP FLIGHT Salesmen required 
for Midlands and the North. Must 
be well known to branded goods manu- 


work 


facturers To sell new point of sale, 
Moving Sign (non-electric), Car owners 
essential Substantial commission. 
“Order Clinchers’ can secure big 
earnings. Write 


Box 6458 Ad. Weekly 180 Fleet St BC4 


LADY, with experience of 
Department cr Agency office 
is required as Junior Assistant 
Department of expanding 
offices Piccadilly. In- 
offered in 
Essential quali- 
happy disposition, with 
Some 
giving 
and salary required, to 
Weekly 180 Fleet St EC4 


creative 


JANUARY 21, 1954 


PRODUCTION 


We have an excellent opening 
for an experienced young 
Agency Produttion or Detail 


Service man. 


Write giving details of ex- 
perience and salary required to: 
Studio Manager, 


CARLTON ARTISTS LTD. 
38 Portman Sq., London, W.1 


WE WANT A GOOD GENERAL 
ARTIST, one who can tackle visuals 
and, when the need arises, finished work. 
He needs to be a versatile handyman 
rather than a specialist About the 
middie-twenties, having some agency 
experience but needing —_—. Salary 
according to experience. App 
Box 6508 Ad. Weekly 180 Peon” St EC4 

OUTDOOR POSTER SITE FINDER 
required, g00d wages and —— 
Only experienced person need app 
Box 6509 Ad. Weekly 180 Fleet . BOS 

STUDIO REPRESENTATIVE. 
enced man to contact § advertising 
agencies, printers, etc., for building up 
existing connections and opening new 
accounts, No age limit, 35-hour week. 
Salary, expenses and commission 
Box 6446 Ad. Weekly 180 Fleet St EC4 

SILK SCREEN STENCIL CUTTERS re- 


Experi- 


quired. First-class men only. Renart 
Swudio Limited, 9 Cherington Road, 
Hanwell, W.7. EALing 3362 


FIRST-CLASS GENERAL ARTIST, 
experienced in figure, lettering and 
general, for Fleet Street Advertising 
Agency. Reply, stating qualifications 
and salary required, to 
Box 6425 Ad. Weekly 180 Fleet St BC4 

REPRESENTATIVE urgently required for 
selling bus space. Areas Lancs, Yorks, 
Newcastle, Midlands. Expenses and 
excellent commission. Write Howards 
Publicity Lid., 93 Market Sweet, Man- 
chester, 

ARTISTS. Still life artists required for 
line, wash and colour illustrations. 
Must be fully experienced in mail 
order catalogue work. Highest wages. 
Box 6344 Ad. Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


EVERETTS 
require a 
TYPOGRAPHER 
with at 


least 4 years 


agency 
experience 


Write stating age 
and salary required to: 
Mr. K. H. Walter 
Everetts Advertising Ltd. 
10 Hertford Street, W.1. 
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JANUARY 21, 1954 


CLASSIFIED ADVERTISEMENTS 


LARGE LONDON STUDIO 


requires 


TWO 
LETTERING 
ARTISTS 


Experienced in multiple store 
work. Good wages for 
Experienced artists. 


Write with full particulars to: 


Box 6534 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


Lady Clerk 


aged 25-40 with knowledge of 
shorthand typing for Advertising 
Office of S.W.9 district Company. 
Interesting position, five day week, 
pension scheme, canteen. Write, 
stating age and full details of 
previous experience to: 


Box 6519 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING 
MANAGER 


required 
by leading company of beverage 
exporters with world-wide con- 
nections. Knowledge all aspects of 
consumer advertising and ability 
to work on own initiative essential 
This new appointment carries 
unlimited prospects for energetic 
man with original thought. Full 
details and salary required to; 


Box 6526 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS retouching artist required 
by Croydon advertising studio (London 
Telephone CRO 3930 for ap- 


rate). 
pointment. 


KEEN YOUNG MAN or woman required 
Space Salesman for 
Good salary and prospects 
particulars to 
222 


as Advertising 
Tribune 
plus commission, 
the Business 
Strand, 


Full 
Manager, 
London, W.C.2. 


Tribune, 


PRODUCTION ASSISTANT for 


SECRETARY for Managing Director of 


Allied Com- 
person 


Advertising Agency and 
panies Only fully competent 
need apply (in detail) to 

Box 6505 Ad. Weekly 180 Piect St BC4 


West 
End Agency. Opportunity to gain ex- 
perience with good prospects. 

Box 6497 Ad, Weekly 180 Fleet St EC4 


EXHIBITION 
AND DISPLAY 


Representative required by 

well known Contractors. 

Write in confidence to 
Managing Director. 


Box 6522 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 


VISUALISER 


required by London Agency. 
Production of original work from 
visuals to clients’ roughs. Sound 
knowledge of typography, good 
design and colour sense. State 
age and salary required. Agency 
experience essential. 


Box 6310 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE ARTIST required to work in 


team on 
counts. 

visuals on his own initiative and work- 
ing them up to presentation standard. 
Write full details, age, 
salary, ctc., to General 
Smee’s Advertising Lid., 
Street, Manchester Square, W.1. 


PRODUCTION. Young Man required 
for London Agency to handle Technical 
Accounts. Previous Agency experience 
and a sound knowledge of Block Order- 
ing and Typefaces essential, Write fully 


National and Technical Ac- 


Manager 


to 
Box 6565 Ad. Weekly 180 Pleet St EC4 


Must be capable of producing 


experience, 


3/5 Duke 


The Austin Motor Company Ltd. 


require 


TECHNICAL WRITERS 


for the compilation of drivers’ hand- 
books and workshop manuals. 
Applicants must have had previous 
experience of this type of work. 
Apply in writing stating age, qualifica- 
tions and salary required to: 
Advertising Manager, Austin Motor Co.Ltd. 
Longbridge Works * Birmingham 


OPPORTUNITY to 


take over as Ad. 
Manager of flourishing fortnightly 
magazine, after first proving capabilities 
as space seller. Salary and commission. 
Surplus Register, 8 Storey’s Gate, 
London, 8.W.1. 


TICKET WRITER used to display work. 


Permanent and progressive position to 
applicant with sound knowledge and 
creative ability. Write in first instance, 
stating full experience and salary re- 
quired, to Managing Director, Alkit, 
21/22 Redan Place, W.2. 


| 


Independent Theatre Group 


require resourceful 


PUBLICITY EXECUTIVE 


Must be able to write fluently and 
concisely. Write stating age, edu- 
cation and full details of previous 
experience and salary required to: 


Managing Director 
Box 6546 
Advertiser's Weekly 180 Fleet St EC4 


aa % EXPERIENCED 


SENIOR ART DIRECTOR 


WOMAN 
‘UTIVE required for Production 

Dept. in offices of engineering pub- 

licity consultant, Responsible post. 

London. 

Box 6561 Ad. Weekly 180 Pleet St BC4 


wanted for 
Continemal office of J, Walter Thomp- 
son Company. Please write in detail 
to the Art Director, J. Walter 
Thompson Co., Lid. 4 Berkeicy 
Square, London, W.1. 


A YOUNG WOMAN with secretarial 
training is required to assist in the 
organisation of a sales promotion and 
staff-training scheme in an important 
sector of the textile trade Public 
Relations experience and knowledec of 
textiles would be an advantage. Salary 
according tw qualifications and experi- 


ence. 
Box 6577 Ad. Weekly 180 Fleet St BC4 

A LONDON AGENCY seeks a man who, 
at present, is probably with the Pub- 
licity Deparument of a large Company 
He need not have agency experience 
but must be able to write really live 
copy on subjects ranging from technical 
products to consumer goods, He must 
also be capable of supplying all the 
answers on top-quality prestige primt by 
building up the story from scanty in- 
formation, supplying rough scamps and 
sound ideas on colour and style A 
good salary will be paid to the right 
man The appointment is pensionable, 
and applicants should write, stating age, 
full details of experience and salary re- 
quired, to 
Box 6473 Ad. Weekly 180 Ficet Si BOS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ARMSTRONG - WARDEN LTD. 


REQUIRE 
an alert young 


PRODUCTION 
MAN 


with some Agency experience. 
This is a position for a man about 
23/4 who feels he knows his job 
and can carry a certain amount of 
responsibility. Co-operative staff 
Pleasant atmosphere A good 
opportunity for the right man. 
Write giving fullest details and salary 
required to : 
The Secretary, 
Armstrong-Warden Ltd., 
69 New Oxford Street, W.C.1. 


ASSISTANT PRODUCTION MANAGER 


required for progressive London Adver- 
tising and publicity company The 
position calls for a first-class agency- 
trained man experienced in all aspects 
of production Splendid opportunity 
for the right man. Write, giving full 
particulars of experience, age, etc., to 
Box 6570 Ad. Weekly 180 Pleet Sit BC4 


YOUNG MAN or girl required for sub- 


scription dept. of publishers, London 
Good prospects. Must be keen and 
responsible, Able to type. Expericnce 
not essential 


Box 6568 Ad. Weekly 180 Pieet St BO4 


ARTIST, preferably from Process House, 


for finished lettering and retouching 
in Agency Studio handling technical 
accounts, S-day week. £12 p.w. Write 
Box 6448 Ad. Weekly 180 Fleet St BC4 


him to write to 


IF you KNOW A MAN 
with the flair, tact, patience and en- 
thusiasm to co-ordinate the efforts of 
a London team of first-class creative 
writers and artists, and who can inspire 


them to greater successes, please tell 


BOX 6573 
ADVERTISER’S WEEKLY 
180 FLEET STREET, EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CARLTON 


want 


ARTISTS 


particularly 
lettering artists 


THEY OFFER 


First-class work from 
leading art directors 


Good companionship 
and association 
with leading artists 


Generous rates of pay 


to good men 


A five-day week 
Hours 9 a.m. to 5.30 p.m. 


Time and a half for 
overtime 


Superannuation scheme 
for long term employees 


Planned studios 
overlooking famous 
London Square 


Paid holidays 


Write stating experience and 
salary required to Art Director 


CARLTON ARTISTS LTD. 
38 PORTMAN SQUARE, W.1 


Do not send specimens 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


—, 


| 
| 


Situations Vacant: 


152 


JANUARY 21, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


noes engagement of persons answering these advertisements must 

cal Office of the Ministry of Labour or a Sch 

aman ated 18-4 lacisive or 4 woman wend 18-89 inclusive 
is from the provisions 


be made through a I 
eency ithe applicant I 
he or she, oF 


Netitcation of Vacancies Outer 1950.” 


| do not want a COPYWRITER who 
does not know a thing about layout 
or care a hoot about Typography. 


COPYWRITER 


who can give points to a Visualiser 
or a Typographer if necessary, and 
is as interested in the projection of 
his work as he is in the writing of it 
Write stating salary required to : 
W. D. C. Cormack, 


Box 6627 
Advertiser's Weekly 180 Fleet St EC4 


| 
| 


SELLS LTD. 
require 


PRODUCTION ASSISTANT 


Some experience necessary order- 

ing blocks, typesetting and copy 

detail work. Excellent opportunity 
for young man. 


Apply 
Joint Managing Director, 
Sells Lid., Brettenham House, 
Lancaster Place, London, W.C.2 


COPYWRITER. Wanted, by a London 
Agency, a copywriter able w work in- 
dependently and to interpret the ideas of 
others, Own staff are aware of this 
advertisement. Please write, giving de- 
tails of past experience and salary 
expected, to 
Box 6571 Ad. Weekly 180 Fleet St BC4 

FEEDING COMPLICATED COLOUR 
DESIGNS to the Technical press, after 
getting the blocks successfully made, 
and keeping track of the various stages, 
is no business for a beginner who 
doesn't understand the job from A to 
7. There is a vacancy in an office 
handling very high quality work: those 
with the necessary knowledec-—gained 
in a manufacturer's own advertising de- 
partment, or maybe in a process house, 
are invited to apply. Westminster arca. 
Highest references for accuracy and 
reliability are essential, 

Box 6572 Ad. Weekly 180 Fleet St EC4 


JUNIOR LAYOUT ARTIST required, 
male/female, age approximately 20 
Finished off not cssential. Write, 


4 wages required, and experience, 
if wa 
Box "9862 Ad. Weekly 180 Pleet St BO4 


BENTALLS 
OF KINGSTON 


require 
a young Layout Artist 


with a working knowledge of 

typography for their Advertising 

Department. Good salary, staff 

restaurant and discount on Store 
purchases 


Apply by letter or in person to 
Personnel Controller. 


EXPERIENCED MAKE-UP CLERK rc- 
quired immediately for monthly Fashion 
magazine, Typing essential, Age 25/35. 
Reply in confidence, stating salary re- 
quired, to 
Box 6449 Ad. Weekly 180 Fleet St EC4 

SECRETARY required by periodical pub- 
lishers for Advertisement Manager, 
Salary £9 per week Must be efficient 
shorthand /typist, meticulous about de- 
tall, and prepared to undertake a lot 


of routine work, Age 26-32; hours 
9.15 am,.-6 p.m; 5-day week. Con- 
tributory Pension scheme, Please give 
full details when applying, but do not 
enclose original references or s.a.. 
Apply 


Rox 6507 Ad. Weekly 180 Fieet St BC4 
WANTED. Leticring Artist to work in 
Manchester. First-class finished ictter- 
ing required, if necessary after further 
training. Knowledge of layout not 
essential, Age 21-35. Permanent job 
Contributory pension scheme Write, 
giving full particulars, to the Personne! 
rf, Tootal Broadhurst Lee Co., 

Lad,, 56 Oxford Sweet, Manchester. 


‘Phone TEM 0082 
TECHNICAL ARTIST required. Previous 
experience in the illustration of techni- 
cal literature and some enginecring 
training preferred Must be capable 


of preparing perspective drawings from 
manufacturing prints and preferably 
have some retouching ability. Please 
forward samples of recently completed 
work, brief outline of experience and 
indication of salary expected. Pension 
scheme. Apply to Personnel Manager, 
Sperry Gyroscope Co., Ltd., Great West 
Road, Brentford, Middx. 

YOUNG LADY required for Production 
Dept. of medium-sized advertising 
agency. Essential to have real experi- 
ence of block ordering, type setting, 
checking proofs and copy detail so that 
she can work on her own initiative. 
Write, giving experience, age 
salary required, to 
Box 6550 Ad, Weekly 180 Fleet St BC4 


HOLDENS 


have a vacancy for a 
LAYOUT MAN 


with a good knowledge of 
typography. He should be under 
30 and have had several years’ 
sound Agency experience, 
National Press Advertising. This 
can be his opportunity, working 
in a small team, to develop his 
own Creative ideas. 


Applications (by letter only) should 
give full details—age, experience, 
salary required—and be addressed 
to:— 


The Creative Director, 


A. N. HOLDEN & CO. LTD., 
94, Mount Street, W.! 


ADVERTISING COPYWRITER /IDEAS 
MAN wanted for catalogues, leaflets, 
mailing pieces. Knowledge of Machinery 
or Machine Tools an advantage. Full 
details 
Box 6576 Ad. Weckly 180 Pleet St BC4 

EXPERIENCED SENIOR CLERK, cither 
sex, for Classified Dept. newspaper 
group Typist or Shorthand/Typist. 
Initiative plus selective ability appre- 


Clated. Progressive appointment, no 
age limit, May have to assist display 
also. arise experience, 


indicate salary 
Rox 6304 Ad. Weekly 180 Fleet St BC4 
AFTER 4 YEARS CONSOLIDATION 
a group of Central London flower 
decoration Companies require enterpris- 
ing Sales Representative (ex.-P.S.) w 
execute expansion programme. Salary 
Commission (about £750-£1,000 in first 
year) 


Box 6549 Ad, Weekly 180 Fleet St EC4 


CREATIVE COPYWRITER 


A man with sound agency ex- 
perience. Able to write convincingly 
and attractively around his own 
and other people's ideas, and 
produce reasonable scats—not 
finished layouts. 


Client contact will occasionally be 
necessary, so he should have an 
understanding of advertising in all 
aspects. 


This is a position with good 
prospects in a growing agency. 
Superannuation scheme. 


Write stating experience, accounts you 
have worked on, age and salary 
i to:— 


GENERAL MANAGER 


Rex Publicity Service Ltd. 
131/134 New Bond Street, W.1. 


ASSISTANT IN PUBLICITY DEPART- 
MENT of London Scientific Instrument 
Makers wanted. Must be able to write 
in clear, simple English and have 
sufficient knowledge of science to co- 
operate with technicians. Able to deal 
with simple layout, proof correction and 
all-round duties of a publicity depart- 
ment. Salary offered up wo £500 pa. 
according to ability and experience. 
Five-day week, superannuation, canteen 
facilities. Please apply, stating age and 
experience, to 
Box 6566 Ad. Weekly 180 Fleet St BO4 


WANTED BY 
London Advertising Agency 


Keen, knowledgeable, ambitious, 

young advertising man who can 

write intelligent copy and has the 

personality to develop towards 

handling accounts and clients. Send 
full details to: 


Box 6517 
Advertiser's Weekly 180 Fleet St EC4 


WANTED—-LINE AND LETTERING 
ARTIST, Retouchers and improvers, 
used to layout and design. Apply 
Box 6506 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED 


retouching, lettering and general work. ° 

Write, stating age, particulars of train- 

ing, experience and salary required. 

Box 6547 Ad. Weekly 180 Fleet St BC4 
PRODUCTION, Experienced man re- 

quired for London Agency to handic 

high class sales Literature. Must have 

previous Agency experience. +e de- 

tails, including salary required, 

Box 6564 Ad. Weekly 180 "Fleet Se ECA 


ARTISTS 


Busy London Studio requires first 
class men in the following 
departments. 

1. Lettering 
2. Still Life 

3. Figure 

4. Retouching 
Please write stating experience and 

salary required to: 


Box 6494 
Advertiser's Weekly 180 Fleet St EC4 
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JANUARY 21, 1954 


APPOINTMENTS VACANT 


OUTDOOR 
ADVERTISING 


Assistant with at least 3 or 4 years 
experience of Billposting Office 
work required for Outdoor Adver- 
tising Department of large London 
Advertising Agency. 


Essential qualifications—evidence 
of accuracy and experience at de- 
tailed figures; good knowledge of 
London ; good motordriverrecord. 


Write with particulars of experience to 


Box 6503 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN, carly 
t assist a Space 
London Agency. Capacity 
work under high pressure is essential 
though actual experience is not 
necessary 5-day week Two weeks’ 
paid holiday this year, Canteen. Please 
write, giving age, salary required and 
career to date 
Box 6575 Ad. Weekly 180 Fleet St BC4 

FIRST-CLASS LETTERING AND 
GENERAL ARTIST required by West 


twenties, required 
Buyer in a large 
for detailed 


End Studio, experienced in modern 
styles and able to draw well, top 
salary paid to competent man, Write, 


Stating experience and salary, to 
Box 6548 Ad, Weekly 180 Fleet St BC4 
STUDIO DEALING WITH Exhibition 


Stands requires artist-designer with 
experience, also draughtsman capabic 
of preparing working drawings. Replies, 
in writing, to Box No, 1177, T. & G., 


167 High Holborn, W.C.1 


ARTIST 
RETOUCHERS 
REQUIRED 


Vacancies in leading London 
Studio, but only first-class 
men need apply. 
Telephone for appointment 


PRI 882! 


VISUALISER/LAYOUT MAN. Outstand- 
ing opportunity for First-class man in 
Visualising and Layout. The accounts 
are Technical and Industrial and appli- 


cants must be capable of producing 
Layouts for presemation to Clients. 
Write in confidence, giving details of 


career and salary required, to 
Box 6563 Ad. Weekly 180 Pieet St EC4 


ADVERTISING DEPARTMENT of 
Manufacturers of National Product at 
Brentford, Middlesex, requires Assistant, 


Male or Female, capable of working on 


own initiative, shorthand and typing 
essential. 5-day week, pension and 
profit participation schemes in opera- 
tion, Canteen and Sports Club facili- 
ties Apply, giving fullest details, wo 
Personnel Officer 

Box 6578 Ad. Weekly 180 Fleet St EC4 


Required 
to prepare copy for folders, circu- 
lar letters and catalogues, etc., 
relating to Gestetner products. 
Applicant should be capable of 
writing clear and interesting copy 
for technical data supplied; he will 
also be required to edit a Factory 
House Magazine with House and 
overseas circulation. Write or 
telephone, stating experience, age 
and salary required to: 


Personnel Department, 


GESTETNER LTD., 
Fawley Road, Tottenham, N.I7 
Tel. No. TOT 220! 


M.LA.M.A. (ex A.LP.A.) 
with lively mind, balanced judgment, sound 
experience of copy, layout, production, art 
direction and print buying seeks work with 
happy firm or young growing agency—will 
accept modest salary fur the chance 


Box 6499 
Advertiser's Weekly 180 Fleet St EC4 


iii 


CLASSIFIED ADVERTISEMENTS | 
B arroinrvenrs WANTED 


RIGHT-HAND WOMAN (aged 28, 
Exec. /P.A./sec background) secks 
appreciative employment of extra attri- 
butes, e¢., real responsibility and 
initiative: sincere, friendly “public 
relations’: flair for and interest in the 
Arts, music, fashion, publicity (NOT 
agency trained, but 5 yrs, advertising- 
photography studios). 

Box 6464 Ad. Weekly 180 Pieet St BC4 

“HAND - PICKED” SECRETARIES, 
TYPISTS, Telephonists and other office 
staff available. The Wigmore Agency, 
67 Wigmore Street, W.1. HUNter 
9951/2/3. 

SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House, Whitcomb Street, 
W.C2. WHiltehall 5924 

OUTDOOR PUBLICITY. Executive, 43, 
200d organiser with initiative and drive, 
secks responsible position in a 
managerial capacity. 26 years experi- 
ence in all depts. and fully conversant 
with Town and Country Planning Act, 
1948 (Advertisements, Appeals, ctc.). 
Available now. Good references 
Box 6463 Ad. Weekly 180 Fleet St EC4 


Capable of 
branch of advertising. 
Box 6418 Ad. Weekly 180 Ficet Si BC4 

YOUNG MAN experienced in buying 
and print seeks change 
Box 6542 Ad. Weekly 180 Fleet St BC4 

SCOTS JOURNALIST, 27, malic, return- 
ing from Australia in February, secks 
position with periodical publishing 
house. Experienced in all branches 
magazine production including 2 years 
as editor Australian national women's 
magazine. London references. Avail- 
able personal interview in London from 
Feb. 22. Reply 
Box 6523 Ad. Weekly 180 Picet St BC4 

PROCESS ENGRAVER. Thorough prac- 
tical knowledge all departments, offers 
services in any capacity to large user. 
Box 6516 Ad. Weekly 180 Fleet St BC4 

EX. LETTERING ARTIST (24), with an 
accent on Slick Modern Styles, secks 
change 
Box 6515 Ad. Weekly 180 Fleet St BC4 

ARTIST, 23, female, display and layout 
assistant with paint firm, requires a 
similar position 
Box 6530 Ad. Weekly 180 Ficet St. BC4 

an enthusiastic 26-year- 
Advertising Manager and pro- 
duction manager in small offices. Now 
assistant account executive. Promising 
to be very good copywriter Wants 
scope and prospects in return for 
loyalty and hard work 

Box 6531 Ad. Weekly 180 Pleet St BC4 


MISCELLANEOUS 


DEBTS collected throushout Britain. No 
result—no fee Brilegal (Estab. 1919), 
80 Leeds Road, Bradford 


, PERSONAL 


YOUNG CONTEMPORARIES EXHIBI- 


TION, 1954, R.B.A. Galleries, Suffolk 
Street, S.W.1, Jan, 25th-6th Feb. in- 
clusive. Admission Is. 6d 10 a.m.- 
s p.m 


PRINTERS 


ADVERTISING AGENTS’ inquiries in- 
vited by Letterpress Printers equipped 
with modern automatic machines. 


Quality work at competitive prices 
Box 6529 Ad. Weekly 180 Pleet St BC4 


SALES AND WANTS 


GRAPHOTYPE ADDRESS PLATE cm- 
bossing machine for sale, hand operated, 
class 6140 for B plates. F. J. Edwards 

fs 359 Euston Road, London, 


‘Phone your Classifieds 


ADVERTISER'S WEEKLY 


MY COPY SELLS! 
A treelence copywriter of exceptional telen! 
A ol, hi Aol A 


| | SHOW CARDS, CUT-OUTS 

| ADVERTISING FOLDERS 

by photo-litho or letterpress (own 
photo-litho provess plant). 
CARILLON PRESS LTD. 

| Fine Colour Printers, Bournemouth. 

Telephone Boscombe 36835. 
| London Office 98-100 Ficet Street, 
| E.c4 1740 


i, PUBLISHING HOUSE is prepared to 
| offer £5,000/£10,000 for the outright 


Phone: CENtral 


purchase of, or controlling interest in, 

a financially sound and well-established 

Trade Journal 

Box 6325 Ad. Weekly 180 Fleet St BOS 
WELL-KNOWN PUBLISHING HOUSE 

wishes purchase established Specialist 

or Trade Monthly, or would consider 


man mt on cx ym basis. Write 

Ly _ Reynelis’, 44 Chancery Lane, 
& 

ADVERTISING NOVELTY SALES 


REPRESENTATIVE wishes to contact 
live manufacturer interested in develop- 
ing sales organisation among Agents, 
Buying Agents, and/or National Adver- 
tisers, Watson & Anning, 46 Princes 
| Gate, London, 8.W.7, 
ADVERTISER having new advert product 
capable substantial wrnover and profits 
(mainly exhibitions, municipalities, 
boroughs, etc., all outdoor sports and 
certain nationals), selling principally 
from loose-leaf catalogues, wishes to 
contact organisation or individual con- 
cern willing to co-operate with sales 
facilities 
Box 6500 Ad, Weekly 180 Fleet St BC4 


MIDLANDS 
ADVERTISEMENT 
REPRESENTATION 


A new organisation is about to 
be started in the Midlands to sell 
advertisement space in that area. 


The intention is to handle only a 
limited number of selected publica- 
tions, and to offer a personal, 
bi-daily reported service. 

If you think you could fill more 
columns by being represented in 
this industrial area, you are invited 
to send details of your publication 
and to receive our proposals. 


Write to: 
Box 6645 
Advertiser's Weekly 180 Fleet St EC4 


sD per 
pen at your service. With « wide under: 
standing of modern sales problems, he 
creates copy with anew slant that gets results. 
Editorials, Film and Television scenarios. 
Please write in confidence to: 


Copy’, 120 Brooke Road, London, W.16 


LAYOUT ARTIST (Bx. Pig.), spectaliocs 
in folders and brochures, seeks com 


mistons 
Box 6100 Ad. Weekly 189 Flees St BC# 


FASHION DRAWING. Pemale and 
Children, in tine, wash and colour for 


brochures and 

publicity, Colophon Lad. 31 

Pondon Road. Leicester. Tet: $8258 
Q lines) 

EXHIBITIONS: Experienced executive will 
advise on participation, stand design 
and contracting or travelling exhibitions. 
Rox 6511 Ad, Weekly 180 Pieet St BO* 

FIGURE STUDIES AND PIN-UP 
PHOTOGRAPHS——contact Lansdowne 
Swdios, 7 Stockwell Road, London, 
S.W.9. Tel.: BRI 3711. 

BROCHURES persuasively written and 
beautifully designed. Write 
Box 6543 Ad, Weekly 180 Pleet St BC4 


TRGHNICAL = Engincering, Electrical 
Chemical, Ethical, Industrial Small 
group of specialists seck one or two 


Good Clients, with a view to offering a 
first-class personal service, Pian, write, 
create, produce, Literawre, Press, 
Direct Mail, Highest agency standards. 
Jacobson, 4 William IV Street, Strand, 
W.C.2, (TEM 1744.) 


ACCOMMODATION 


LARGE OFFICE tw tet. 
Street. Purnished if 


phone 

Box 6569 Ad. Weekly 180 Pleet St BO4 
$06 SQ. FT., £250 per annum, 3 mins. 

Selfridges—top light. 

Box 6513 Ad. Weekly 180 Pieet S: BC4 


SPECIAL ANNOUNCEMENTS 


In an advertisement for two 
Layout Men which appeared 
in last week's issue, the name 
of the advertiser was given as 


S. J. LYTLE (Advtg.) LTD. 


This was an error and 


should of course have read 
C. J. LYTLE (Advtg.) LTD. 


Close wo Pileet 
required, 


| TENDERS: 


1956 


any tender. 


The Corporations of Brighton & Hove 1955 & 1956 Official Guide Books 
PRINTING CONTRACT 


The Corporations of Brighton and Hove invite tenders for the printing 
of the Brighton and Hove Official Guide Book 1955 and reprinting for 
Copies of the form of tender and specification can be obtained 
fromthe Director of Publicity, Brighton Corporation, Royal York Buildings, 
Brighton, or Publicity Officer, Hove Corporation, Town Hall Annexe, 
Hove. The Corporations do not bind themselves to accept the lowest or 
The contract will be subject to the Standard Conditions of 
the Printing Industry, issued by the British Federation of Master Printers. 
Tenders in sealed plain envelopes, endorsed “ Tender for Official Guide 
Book” in the top left hand corner but not bearing any name or mark 
indicating the sender, must reach the Town Clerk, Town Hall, Brighton, 
not later than 10 a.m. February 27, 1954, 


Signed 
W. ©. Dodd, Town Clerk, Brighton. 


4. E. Stevens, Town Clerk, Hove. 


to CHA 8844 (Ex 25) 
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Advertiser's 


52 a year 
Post free 
55/- (overseas) 


| STOP PRESS 


oo NEW CLUB FOR 
Where responsibility sits FLEET STREET? 


Continued from page 103 
details of the proposal. A _ ballot 


. . 
paper has been included which 
and decisions dare taken asks: Are you in favour of the 
_-- -@ premises being acquired? Do you 
agree that the Club subscription 
shall be raised? : 

Proposal has the unanimous 
backing of the Club's council. 

If scheme is agreed to, general 
purposes committee of Club 
would find guarantors to cover an- 
nual cost of premises, and Club 
would be formed into limited com- 
pany with chief officers as directors. 


AT G.P.O. AS A 


S. : 
@ REGISTERED 1 oe 
NEWSPAPER 


Latest net sales figures: 

“Daily Express,” 4,133,396 (July- 
December, 1953) against 4.077.835 
(January-June, 1953). 

“Sunday Express.” 3,248,211 
(3,246,845). 

“Evening Standard,” 766,687 
(777.669). 

“Sunday Graphic.” 1,138,994 
(1,125,554). 


Apricot Nectar is being added to 
Solaise range of fruit juices made 
by Goldweli Farms Ltd. It will be 
advertised in trade press. Agents: 
t. John Roe Ltd. 


Fitth week-end course of Institute 
ot Incorporated Practitioners in 
Advertising will be held at Maclay 
Hall, Glasgow University, April 
, 


2-5. 


Pye Radio introducing new low- 
priced, high fidelity record-player 
the Pye Black Box. Space being 
booked in class magazines. Agents: 
Arks Publicity. 


Heavy trade press scheme for 
Pellerin’s Sundew margarine. 
Agents: C. Vernon & Son. 


In the Commons yesterday (Wed- 
nesday) the Assistant P.M.G., giving 
news about commercial TV stations, 
suid London is to have its own 
station. Location, power and cover- 
age of the new stations were matters 
for discussion between the P.M.G. 
and the new corporation when it 
was set up. It seemed probable 
that the permanent stations would 
have range of 40-40 miles, but it 
might be decided to start with tem- 
porary stations of lower power. Mr. 
Gammans referred to the allocation 

’ ° . . . of annels in band three and spoke 
The world’s leading newspaper—Daily, Price 4d. 6 a cae a es 
lished in the Midlands and South 
Lancashire. 
The Times Literary Supplement . Every Friday, Price 6d The Times British Colonies Review Quarterly, Price 
Owing to the electricians’ strike 
the Hotel and Catering Exhibition 
The Times Weekly Review Every Thursday, Price 6d The Times Agriculture Review Quarterly, Price ¢ pr — bm —— Gulp "ee 
The Times Review of Industry First Wednesday of every month, Price 1s of the 250 stands had lighting. 


The Times Educational Supplemen: Every Friday, Price 4d The Times Science Review Quarterly, Price 6d 


Slimming campaign to start soon 
for Jaffa grapefruit using colour 
half-pages in magazines. Offers in- 
clude knife for 2s. 6d. plus six 
wrappers. Agents: C. J. Lytle 
(Adve rtising), pad. 
Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Plex tree L.C.4, (Phone: Chancery 8844 
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